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Summary	  
	  
The	   design	   mindset,	   characteristic	   of	   the	   Creative	   Industry,	   is	   being	   highly	   valued	   by	  
organisations	   interested	   in	   creative	   models	   that	   can	   potentially	   boost	   innovation.	  
However,	   how	   this	   mindset	   works	   beyond	   the	   implementation	   phase	   of	   these	   models	  
have	   received	   scant	   attention.	   The	   goal	   of	   the	   research	   is	   to	   identify	   the	   factors	   in	   the	  
effectiveness	   of	   the	   design	   mindset	   within	   the	   Creative	   Industry.	   For	   this	   purpose,	   a	  
literature	  review	  that	  links	  this	  mindset	  with	  the	  organisational	  design	  used	  by	  this	  sector	  
is	  conducted.	  In	  addition,	  an	  empirical	  approach	  performing	  a	  data	  collection	  consisting	  in	  
an	  in-­‐depth	  interview	  and	  surveys	  is	  presented	  and	  analysed.	  Accordingly,	  the	  findings	  of	  
the	  research	  will	  show	  a	  set	  of	  enablers	  and	  barriers	  that	  might	  affect	  the	  performance	  of	  
this	   mindset.	   These	   set	   of	   factors	   prove	   to	   be	   strongly	   related	   to	   key	   concepts	   like	  
openness,	  flexibility	  and	  complexity,	  in	  relation	  to	  the	  structure,	  operations,	  management	  
and	  creative	  workforce	  of	  an	  organisation,	  within	  the	  sector	  of	  study.	  The	  findings	  of	  this	  
research	  aim	  to	  provide	  a	  set	  of	  guidelines	  to	  organisations	  that	  want	  to	  adopt	  creative	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The	   Creative	   Industry	   is	   characterised	   as being	   highly	   innovative.	   This	   is	   related	   to	  
their	   particular	   mindset,	   which	   has	   its	   foundations	   in	   the	   principles	   of	   design.	  
Consistent	   with	   this,	   creative	   methodologies	   derived	   from	   this	   design	   mindset,	   like	  
Design	   Thinking,	   has	   been	   attracting	   attention	   from	   a	  wide	   variety	   of	   organisations	  
that	   want	   to	   increase	   their	   innovative	   capacity.	   As	   a	   result,	   a	   growing	   offering	   of	  
creative	  models	  is	  today	  available	  for	  these	  organisations,	  but	  there	  is	  no	  certainty	  as	  
to	  their	  effectiveness,	  once	  the	  initial	  training	  phase	  is	  over.	  In	  other	  words,	  there	  is	  a	  
lack	  of	  clarity	  about	  the	  factors	  beyond	  operational	  specificities,	  these	  design	  models	  
need	   to	   be	   effectively	   installed	   and	   remain	   sustainable	   over	   time	   within	   an	  
organization.	  
	  
The	  goal	  of	  this	  research	  is	  to	  identify	  the	  enablers	  and	  barriers	  to	  the	  effectiveness	  of	  
the	  design	  mindset	  within	  an	  organisation	   in	   the	  Creative	   Industry.	  For	   this	  purpose,	  
an	  initial	  research	  based	  on	  the	  literature	  available,	  sets	  out	  a	  definition	  and	  context	  of	  
the	  design	  mindset.	  In	  addition,	  how	  this	  mindset	  influences	  the	  organisational	  design	  
of	   the	   Creative	   Industry	   is	   analysed,	   followed	  by	   an	   in-­‐depth	   interview	   and	   surveys,	  
which	  capture	  insights	  from	  creative	  professionals	  and	  from	  a	  manager	  working	  in	  an	  
organisation	  within	  this	  particular	  industry.	  
	  
Consistent	  with	  this,	  the	  first	  two	  chapters	  will	  carry	  out	  a	  literature	  review.	  The	  first	  
one	  focuses	  on	  defining	  the	  aspects	  of	  design	  related	  to	  the	  organisational	  design	  of	  
the	  Creative	   Industry,	  while	   the	   second	  one	   concentrates	   on	   the	   specificities	   of	   this	  
industry,	  in	  relation	  to	  how	  they	  structure	  and	  operate	  when	  making	  use	  of	  the	  design	  
mindset.	   In	   the	   third	   chapter,	   a	   research	  design	   to	   address	   the	   research	  question	   is	  
described	   and	   justified.	   The	   fourth	   and	   final	   chapter	   presents	   and	   analyse	   the	  
collected	  data	  from	  the	  empirical	  research,	  along	  with	  the	  enablers	  and	  barriers	  found.	  
Lastly,	  the	  main	  limitations	  for	  this	  research	  will	  be	  presented	  and	  discussed.	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1. Chapter	  I	  -­‐	  The	  design	  factor	  in	  business	  
In	   the	   first	   chapter,	   the	   concepts	   of	   design	   and	   creative	   thinking	   as	   part	   of	   the	  
organisational	  structure	  will	  be	  defined	  and	  analysed.	  Later,	  professional	  practitioners	  of	  
design	  mindset	  disciplines,	  along	  with	  an	  overview	  of	  creative	  thinking	  methodologies	  will	  
be	   presented,	   to	   observe	   how	   the	   concept	   of	   design	   and	   creativity	   are	   embodied	   and	  
used	  by	  these	  professionals,	  as	  concrete	  tools	  that	  highly	  influence	  the	  way	  they	  work.	  
	  
1.1. Design	  
The	  word	  design	  can	  be	  used	  in	  a	  wide	  variety	  of	  contexts.	  It	  is	  a	  concept	  that	  can	  denote	  
a	  specific	  order	  or	  that	  can	  be	  used	  to	  refer	  to	  specific	  objects.	  However,	  the	  relevance	  of	  
design	   does	   not	   lie	   in	   its	   multifaceted	   essence,	   not	   even	   in	   the	   value	   of	   its	   potential	  
creative	  outcomes,	  but	  in	  the	  movement	  that	  generates	  through	  its	  particular	  dynamics.	  
This	   dynamic,	   applied	   to	   problem	   solving	   has	   the	   ability	   of	   managing	   new	   unexpected	  
challenges,	  which	  help	  maintaining	  systems	  both	  updated	  and	  competent.	   In	  relation	  to	  
the	  prior,	  design	  stands	  as	  a	  useful	  tool	  for	  coping	  with	  uncertain	  elements	  that	  might	  put	  
at	  risk	  the	  existing	  balance	  of	  a	  structure.	  
 
1.1.1. Defining	  design	  	  
Simon	   (1996)	   defines	   the	   act	   of	   designing	   as	   “to	   devise	   a	   course	   of	   action	   aimed	   at	  
changing	   existing	   situations	   into	   preferred	   ones”	   (p.129).	   This	   general	   view	   could	   be	  
applied	  to	  any	  field,	  and	  emphasises	  two	  important	  aspects	  of	  design.	  Firstly,	  the	  creation	  
and	  planning	  of	  a	  new	  way	  of	  action	  and	  secondly,	  its	  power	  to	  improve	  present	  states	  by	  
it.	  These	  might	  seem	  rather	  trivial,	  because	  by	  this	  definition,	  designing	  is	  something	  we	  
are	  used	  to	  doing	  in	  our	  daily	  lives.	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Consequently,	  the	  design	  practice	  pre-­‐dates	  and	  transcends	  any	  profession	  (Binder	  et	  al.	  
2011),	  showing	  that	   its	  origins	  are	  not	  placed	  in	  theories,	  but	   in	  the	  very	  core	  of	  human	  
nature.	   Design	   is	  what	  makes	   living	   in	   the	  world	   possible,	   by	  managing	   all	   the	   variants	  
needed	  to	  achieve	  our	  daily	  goals.	  It	  is	  also	  a	  main	  tool	  for	  forecasting	  the	  future,	  due	  that	  
its	   own	   outcome	   is	   in	   the	   future	   (Simon	   1996),	   a	   future	   envisioned	   and	   created	   by	  
information	   that	  can	  only	  be	  gathered	  by	   looking	   into	  places	   that	  are	  both	  present	  and	  
absent.	  	  
	  
Because	  of	  the	  latter,	  there	  is	  a	  subjective	  element	  while	  making	  design	  decisions	  that	  will	  
inevitably	  contain	  some	  degree	  of	  ambiguity	  (Binder	  et	  al.	  2011).	  Nevertheless,	  ambiguity,	  
usually	  framed	  as	  a	  negative	  concept	  that	  might	  interfered	  in	  the	  problem	  solving	  process,	  
here	  appears	  as	  a	  positive	  factor,	  providing	  the	  explorative	  space	  that	  the	  design	  process	  
requires	  to	  find	  new	  configurations	  that	  can	  solve	  particular	  situations.	  	  
	  
Another	  important	  element	  of	  design	  is	  empathy,	  because	  of	  the	  inherent	  connection	  of	  
the	  design	  outcome	  and	  its	  interaction	  with	  people.	  Everything	  that	  we	  put	  into	  the	  world	  
will	  somehow	  affect	  another	  human	  being.	  Due	  to	  this,	  to	  consider	  the	  needs,	  aspirations	  
and	   expectations	   of	   the	   person	   receiving	   the	   outcome	  of	   the	   design	   process	   is	   directly	  
connected	  to	  its	  success	  or	  failure.	  	  
	  
Richard	   Buchanan,	   Dean	   of	   the	   School	   of	   Design	   at	   Carnegie	  Melon	   University,	   argues	  
that,	  great	  design	  takes	  place	  when	  contingency,	  constraint	  and	  possibility	  meet	  (Liedtka	  
and	  Ogilvie	  2011).	  These	  are	  in	  fact	  key	  elements	  to	  consider	  while	  developing	  any	  design	  
process,	   however,	   they	  will	   be	   useless	   if	   the	   result	   fails	   to	   attend	   to	   the	   needs	   of	   the	  
receptor,	  which	  according	  to	  professor	  and	  usability	  expert	  Donald	  Normand	  (2010)	   the	  
lack	  of	  empathy	  is	  the	  principal	  reason	  for	  poor	  design.	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1.1.2. The	  dichotomy	  of	  design	  
Throughout	  the	  following	  chapters,	  the	  concept	  of	  dichotomy	  will	  be	  deepened	  through	  a	  
series	   of	   paired	   concepts,	   supporting	   the	   design	   multiplicity	   statement	   made	   at	   the	  
beginning	  of	  this	  chapter.	  	  	  	  
	  
The	   first	   dichotomy	   in	   design	   resides	   in	   its	   semantics	   and	   in	   the	   fact	   that	   according	   to	  
contemporary	  thinking,	  design	  can	  be	  defined	  as	  both	  a	  noun	  and	  a	  verb.	  As	  a	  noun,	  the	  
meaning	  of	  design	  connotes	  the	  particular	  outcome	  of	  the	  design	  process,	  whereas	  as	  a	  
verb,	  design	  responds	  to	  the	  process	  that	  leads	  towards	  that	  particular	  outcome	  (Garud	  et	  
al.	  2008).	  Both	  cases	  underline	  the	  dynamic	  aspect	  of	  design.	  As	  a	  verb,	  by	  referring	  to	  it	  
as	   a	   process	   which	   implies	   some	   kind	   of	   movement	   and	   as	   a	   noun,	   because	   of	   the	  
possibility	  of	  every	  outcome	  to	  becoming	  a	  new	  beginning,	  over	  which	  design	  acts	  as	  an	  
ongoing	  process	  that	  can	  unfold	  again	  from	  this	  new	  starting	  point.	  
	  
Another	  dichotomy	   is	   related	  to	   the	  different	  approaches	  to	   the	  design	  process.	  On	  the	  
one	  hand,	  there	  is	  the	  scientific	  approach,	  that	  classifies	  design	  as	  fixed	  at	  a	  certain	  time	  
and	   space,	   as	   a	   determine	   set	   of	   qualities	   that	   serve	   as	   a	   bounded	  purpose	   in	   a	  world	  
perceived	  as	  static	  (Simon	  1996).	  On	  the	  other	  hand,	  there	  is	  the	  pragmatic	  approach	  that	  
recognises	  design	  as	  a	  dynamic	  process	  that	  look	  for	  answers	  while	  remaining	  in	  a	  cyclical	  
fluid	  state	  (Czarniawska	  2004).	  	  
	  
The	  principal	   difference	  between	   the	   scientific	   and	  pragmatic	   approach	   is	  mainly	   about	  
the	   goals	   that	   drives	   them.	   While	   the	   scientific	   approach	   looks	   for	   a	   complete	  
understanding	  and	  optimisation	  of	  the	  causes	  and	  effects	  that	  will	  affect	  a	  certain	  kind	  of	  
outcome,	   the	   pragmatic	   approach	   searches	   instead	   for	   ways	   to	   generate	   continual	  
movement	  through	  the	  evolving	  boundaries	  of	  systems	  (Garud	  et	  al.	  2008).	  	  	  
	  
Nevertheless,	   these	  two	  approaches,	  although	  opposite,	  seem	  to	  agree	   in	  distinguishing	  
design	   as	   a	   goal	   seeking	   system	   inserted	   in	   a	   determine	   environment,	   building	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associations	  to	  deliver	  an	  outcome,	  that	  will	  be	  later	  inserted	  into	  this	  same	  environment	  
(Simon	  1996).	  As	  stated	  before,	  this	  environmental	  relation	  starts	  at	  the	  beginning	  stages	  
of	   the	   design	   process,	   while	   gathering	   data	   from	   the	   present	   that	   will	   allow	   planning	  
towards	  the	  future.	  	  
	  
In	  relation	  to	  the	  prior,	  and	  more	  in	  sync	  with	  the	  pragmatic	  approach,	  there	   is	  another	  
dichotomy	  present	  in	  design,	  which	  is	  design’s	  completeness	  while	  referring	  to	  a	  finished	  
outcome	  and	   incompleteness	  due	  to	   its	  generative	  nature	  of	  ongoing	  movement	  (Garud	  
et	  al.	  2008).	  Drawing	  on	  the	  pragmatic	  approach,	  a	  design	  is	  never	  completed	  because	  it	  
can	  always	  be	   a	   subject	  of	   revision	  and	   improvement.	   Taking	   this	   last	   statement	   in	   the	  
organisational	  design	  context,	  this	  can	  be	  considered	  an	  advantage	  that	  can	  provide	  the	  
flexibility	  needed	  to	  adapt	  to	  imminent	  threats	  when	  needed.	  
 
1.2. Creative	  thinking	  in	  organisational	  design	  	  
After	   defining	   and	   analysing	   some	   general	   characteristics	   about	   design	   and	   the	   design	  
process,	   the	   following	   point	   will	   draw	   over	   these	   previous	   concepts	   to	   explain	   the	  
opportunity	  and	  the	  role	  of	  design	  within	  organisations.	  	  
 
1.2.1. Defining	  creativity	  
First,	  a	  step	  back	  is	  needed	  to	  include	  a	  concept	  that	  plays	  an	  important	  role	  in	  design	  and	  
the	   design	   process,	  which	   is	   creativity.	   Given	   that	   there	   is	  more	   than	   one	   definition	   of	  
creativity,	   for	   the	   purpose	   of	   this	   topic,	   the	   Amabile’s	   definition	   will	   be	   taken	   into	  
consideration.	  Amabile	  (1996)	  states	  that	  any	  creative	  outcome	  needs	  to	  comply	  with	  two	  
principal	   requirements,	  one	   is	  novelty	  and	  the	  other	  one	   is	  utility.	   In	  addition,	  creativity	  
has	   to	   be	   something	   that	   people	   can	   recognise	   and	   agree	   on	   (Amabile	   1996).	   These	  
previous	  statements	  imply	  that	  creativity	  cannot	  exist	  without	  a	  clear	  context	  and	  without	  
the	  acceptance	  of	  the	  receptors	  of	  the	  design	  outcome.	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Creativity	  here	  will	  appear	  as	  a	  catalyst	  of	  the	  design	  process,	  through	  which	  novel	  ideas	  
are	   conceived	   not	   only	   to	   create	   something	   new,	   but	   also	   towards	   a	   clear	   purpose.	   In	  
other	  words,	   creativity	   can	   be	   understood	   as	   imagination	   that	   has	   been	   put	   in	   context	  
(Liedtka	  and	  Ogilvie	  2011),	  and	  it	  can	  be	  argued	  that	  the	  way	  that	  creativity	  manifests	  in	  a	  
business	  context,	  is	  through	  innovation	  (Kelley,	  D.	  and	  Kelley,	  T.	  2013).	  	  
 
1.2.2. Creative	  thinking	  in	  problem	  solving	  	  
There	  has	  to	  exist	  a	  goal	  for	  the	  design	  process	  to	  take	  place,	  when	  understanding	  design	  
as	   a	   goal	   seeking	   system.	   This	   goal	   generally	  manifests	   as	   a	   problem	   that	   needs	   to	   be	  
solved.	  However,	  before	  taking	  any	  action	  to	  solve	  a	  certain	  situation,	  both	  literature	  and	  
practice,	   agree	   upon	   the	   importance	   of	   having	   a	   thorough	   understanding	   of	   all	   the	  
possible	  dimensions	  regarding	  this	  particular	  problem.	  	  
	  
In	  complex	  settings	  like	  organisational	  environments,	  problems	  are	  not	  always	  clear,	  quite	  
the	  opposite,	  most	  of	  the	  times	  they	  need	  to	  be	  inferred	  and	  constructed	  out	  of	  a	  series	  
of	  tangible	  consequences	  (Schön	  1983).	  Consistent	  with	  this,	  a	  clear	  problem	  setting	  that	  
precedes	  the	  problem	  solving	  is	  crucial	  to	  manage	  some	  of	  the	  subjective	  factors	  present	  
in	   the	   design	   process.	   The	  more	   accurate	   the	   context	   is	   framed,	   the	   clearer	   course	   of	  
action	  can	  be	  traced	  to	  address	  and	  attempt	  to	  solve	  the	  problem.	  	  
	  
Conclusively,	   while	   technical	   rationality	   focuses	   on	   solving	   problems	   (Schön	   1983),	   the	  
creative	   thinking	   that	   drives	   the	   design	   process,	   advocates	   instead	   to	   direct	   all	   initial	  
efforts	  to	  an	  in-­‐depth	  understanding	  of	  the	  situation,	  before	  restraining	  the	  process	  with	  
premature	   solutions.	   Besides,	   regarding	   the	   degree	   of	   uncertainty	   that	   needs	   to	   be	  
managed	   while	   searching	   for	   new	   answers,	   or	   in	   another	   words,	   while	   innovating,	   a	  
process	   that	   makes	   an	   effort	   to	   eliminate	   the	   most	   possible	   elements	   of	   uncertainty	  
before	  presenting	  an	  answer	  is	  not	  only	  pertinent,	  but	  also	  logical.	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1.2.3. Reflective	  practitioners	  in	  the	  work	  force	  
The	   previous	   statements	   suggest	   that	   the	   most	   pertinent	   design	   approach	   for	  
organisations	  should	  not	  be	  static	  while	  considering	  problem	  solving	  actions.	  The	  use	  of	  
design	   iterative	  exercises	   like	  “design-­‐fly-­‐test”	  that	  encourages	  fast,	   intuitive	  and	  on	  the	  
spot	  decisions	  and	  “start-­‐all-­‐over-­‐again”	  practices,	  can	  help	  the	  design	  process	  to	  operate	  
under	  dynamic	  rhythms	  (Garud	  et	  al.	  2008).	  These	  are	  two	  examples	  of	  how	  this	  approach	  
can	  be	  achieved	  in	  practical	  ways	  as	  part	  of	  daily	  organizational	  routines.	  
	  
Up	   to	   the	  moment,	   everything	  mentioned	   about	   design	   responded	   to	   general	   theories	  
about	  the	  perception	  of	  this	  particular	  process	  and	  the	  way	  it	  operates.	  However,	  the	  fact	  
that	   this	   process	   is	   100%	   dependent	   on	   people	   has	   not	   been	   discussed	   yet.	   With	   the	  
purpose	  of	  understanding	  how	  design	  practices	  can	  thrive	  through	  a	  particular	  set	  of	  skills	  
that	  need	  to	  be	  present	  in	  the	  individual	  that	  enacts	  the	  design	  process,	  the	  individual	  in	  
question	  will	  be	  here	  addressed	  as	  the	  reflective	  practitioner.	  	  
	  
The	   reflective	   practitioner	   embraces	   experience	   as	   a	   fundamental	   act	   of	   understanding	  
(Dewey	  1933).	  He	  does	  not	   limit	  his	  actions	  according	  to	  first	  hand	  data	  obtained	  at	  the	  
beginning	  of	  the	  design	  process,	  conversely,	  he	  immerses	  in	  a	  reflective	  cycle	  that	  allow	  to	  
relate	   in	   pragmatic	  ways	  with	   the	  world	   through	   active	   experimentation	   (Weick	   1995),	  
also	  known	  as	  learning	  from	  enactment	  (Orlikowski,	  W.	  2004).	  According	  to	  Dewey	  (1933)	  
the	  reflective	  process	  has	  three	  main	  elements,	  which	  are	  problem	  formulation,	  problem	  
diagnosis	   and	   design	   implementation.	   If	   these	  were	   all	   the	   information	  we	  were	   given,	  
these	  elements	  could	  easily	  be	  mistaken	  as	  belonging	  to	  a	  scientific	  approach	  instead	  of	  a	  
pragmatic	   one.	   But,	   there	   is	   another	   element	   in	   this	   formula	   that	   will	   clearly	   lean	   the	  
balance	   towards	   the	  pragmatic	   approach,	  which	   is	   the	   iteration	   factor	   that	  will	   provide	  
the	  dynamic	  component	  to	  this	  system.	  
	  
In	   addition,	   the	   reflective	   practitioner	   understands	   that	   knowing	   and	   doing	   cannot	   be	  
conceived	  separately,	  using	  iteration	  to	  make	  sense	  out	  the	  information	  available,	  testing	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and	  refining	  it	  through	  prototyping	  (Schön	  1983).	  This	  generates	  a	  flexible	  structure	  that	  
has	   the	   advantage	   of	   incorporating	   new	   information	   in	   a	  way	   that	   is	  manageable.	   This	  
way,	   uncertainty	   is	   organically	   added	   into	   the	   process,	   changing	   the	   meaning	   of	   this	  
concept	  perceived	  as	  a	  threat	  in	  the	  scientific	  approach,	  to	  a	  key	  element	  that	  improves	  
the	   whole	   system,	   by	   adding	   data	   that	   has	   the	   potential	   to	   turn	   simple	   solutions	   into	  
innovative	  ones.	  
 
1.2.4. Reliability	  and	  validity	  
Martin	  (2009)	  puts	  organisational	  design	  through	  an	  analysis	  based	  on	  the	  disposition	  of	  
the	   company’s	   towards	   uncertainty,	   arguing	   that	   traditional	   organisational	   design	   leans	  
towards	  reliability	  over	  validity.	  This	  dichotomy	  used	  by	  Martin	  to	  represents	  two	  design	  
approaches,	   reliability	   responding	   to	   the	   scientific	   approach,	  whereas	   validity	   relates	   to	  
the	  pragmatic	  one.	  Martin	  recognises	  the	  tension	   in	  this	  dichotomy,	  but	  also	  recognises	  
its	  value,	  with	  respect	  to	  the	  positive	  impact	  that	  each	  one	  of	  these	  concepts	  brings	  while	  
intervening	  a	  structure.	  	  
	  
While	   previously,	   the	   synthetic	   aspect	   of	   design	   has	   been	   exalted,	   it	   is	   also	   relevant	   to	  
consider	   the	   value	   of	   its	   analytical	   aspect.	   The	   analytical	   approach	   allow	   the	   design	  
process	  to	  shape	  an	  outcome	  coming	  from	  an	  explorative	  process	  to	  the	  constraints	  of	  a	  
specific	  context,	  showing	  the	  value	  of	  finding	  balance	  between	  these	  two	  different	  views.	  
But,	   because	   there	   is	   a	   clear	   ruling	   of	   the	   analytical	   thinking	   in	   organisational	   design,	  
mostly	   due	   to	   the	   traditional	   conception	   of	   business,	  Martin	   argues	   that	   organisations	  
should	  make	  an	  effort	  to	  incorporate	  subjectivity	  into	  their	  processes	  and	  culture	  (Martin,	  
R.	  2009)	  to	  benefit	  from	  this	  balance.	  	  
	  
The	   latter	   will	   not	   only	   open	   more	   possibilities	   to	   innovate,	   but	   also	   to	   protect	  
organisations	  against	  obsolescence.	  Organisations	  function	  under	  the	  misconception	  that	  
by	   establishing	   tight	   control	   mechanisms,	   uncertainty	   can	   be	   decreased,	   but	   this	   is	  
certainly	   not	   viable	   in	   the	  hectic	   rhythm	  of	   current	   economic	   scenarios.	  Also,	   excessive	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control	  can	  keep	  a	  company	  stuck	  in	  planning	  stages	  (Kelley,	  D.	  and	  Kelley,	  T.	  2013).	  The	  
latter	  might	  affect	  productivity	  levels	  and	  more	  importantly,	  might	  create	  a	  false	  sense	  of	  
stability	  by	  keeping	  them	  rapt	  with	  pre-­‐conceived	  notions	  that	  prevent	  them	  to	  notice	  or	  
anticipate	  external	  changes	  that	  might	  negatively	  or	  even	  fatally	  impact	  them	  (Martin,	  R.	  
2009).	  
 
1.2.5. Design	  knowledge	  development	  (DKD)	  	  
Experimental	   learning	  mechanisms	   like	   the	   reflective	   cycles	  performed	  by	   the	   reflective	  
practitioners,	  can	  also	  be	  an	  important	  factor	  to	  boost	  the	  creation	  of	  DKD	  (Heusinkveld	  
2009).	   The	  opportunity	  of	   generating	  new	  knowledge	  within	   an	  organisation	   is	   of	   great	  
value	   (Benders	   and	   Vermeulen	   2002).	   It	   can	   optimise	   processes	   by	   learning	   from	   past	  
mistakes,	  engage	  and	  motivate	  employees,	  along	  with	  representing	  a	  possibility	  of	  leaving	  
a	  unique	  trademark.	  Nevertheless,	  despite	  of	  its	  value,	  new	  ideas	  often	  face	  skepticism	  or	  
even	   rejection,	   being	   at	   risk	   to	   be	   discarded	   by	   being	   considered	   as	   illegitimate.	  
(Dougherty	  and	  Heller	  1994).	  	  
	  
This	   legitimacy	   is	   not	   only	   needed	   from	   outsiders,	   but	   it	   is	   also	   crucial	   that	   new	   ideas	  
obtain	  first	  the	  internal	  support	  of	  the	  organisation.	  The	  latter	  will	  facilitate	  the	  access	  to	  
the	   necessary	   resources	   that	   will	   allow	   to	   develop	   and	   establish	   these	   new	   ideas	   or	  
practices	   (Heusinkveld	   2009).	   Primarily,	   legitimacy	   will	   be	   dependent	   upon	   the	   set	   of	  
values	  and	  beliefs	  of	  the	  company	  (Zimmerman	  and	  Zeitz	  2002),	  	  but	  over	  time,	  DKD	  will	  
depend	   directly	   on	   institutional	   context	   and	   institutional	   entrepreneurship	   factors	  
(Heusinkveld	   2009).	   The	   Institutional	   Context	  will	   be	   dependent	   on	   the	   capacity	   of	   the	  
organisation	   to	   understand	   and	   incorporate	   this	   new	   knowledge,	   whereas	   the	  
Institutional	   Entrepreneurship	   factor	   will	   depend	   solely	   on	   the	   efforts	   of	   management	  
(Dacin	  et	  al.	  2002)	  to	  lead,	  support	  and	  move	  this	  new	  knowledge	  forward	  and	  against	  all	  
the	  possible	  resistance	  on	  the	  way.	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Here,	   the	   importance	   of	  management	   has	   been	   stated	   as	   key	   for	   the	   advance	   of	   new	  
ideas	   and	   practices	   in	   the	   organisation,	   which	   in	   turn	   is	   closely	   related	   to	   the	   design	  
mindset,	  which	  will	  be	  presented	  in	  the	  next	  point.	  
 
1.3. The	  design	  mindset	  
As	  stated	  before,	  in	  the	  previous	  point	  design	  is	  a	  process	  that	  highly	  depends	  on	  the	  skills	  
and	  abilities	  of	  a	  certain	  type	  of	  people,	  appointed	  above	  as	  managers	  and	  the	  reflective	  
practitioners.	   While	   management	   will	   be	   discussed	   in	   the	   next	   chapter,	   the	   following	  
points	  will	   focus	  on	  professionals	   from	  the	  design	  and	  architecture	   field,	  analysing	   their	  
cognitive	  styles	  and	  shared	  behaviour	  to	  understand	  the	  characteristics	  that	  facilitate	  the	  
creative	  outcomes	  these	  two	  professions	  are	  able	  to	  produce.	  	  
 
1.3.1. The	  design	  practitioner	  
Design	   and	   Architecture	   professionals	   are	   an	   excellent	   context	   for	   the	   study	   of	  
organisational	   design	   practices,	   because	   of	   their	   daily	   need	   to	   deal	  with	   problems	   that	  
require	  creative	  and	  unique	  responses	  as	  an	  elemental	  feature	  in	  their	  work	  routines	  (Yoo	  
et	  al.	  2006).	  Hence,	  these	  professionals	  have	  developed	  a	  set	  of	  skills	  and	  habits	  that	  work	  
in	  this	  design-­‐friendly	  environmental	  culture	  in	  which	  they	  are	  immersed.	  
	  
In	  the	  design	  professional	  world,	  the	  concept	  of	  the	  design	  stands	  for	  having	  the	  freedom	  
to	  explore,	  making	  progress	  by	   following	   leads,	  while	  maintaining	  an	   integrated	  view	  of	  
the	   whole	   process	   (Yoo	   et	   al.	   2006).	   The	   latter	   shows	   a	   clear	   perspective	   from	   these	  
practitioners	   towards	   the	   creative	  and	  explorative	   side	  of	   the	  design	  discipline,	  without	  
disregarding	  the	  practical	  aspect	  of	  the	  whole	  system,	  which	  is	  responsible	  for	  arranging	  
all	  these	  leads	  together	  into	  concrete	  and	  relevant	  outcomes.	  	  
	   	  
To	   achieve	   these	   concrete	   outcomes,	   the	   design	   practitioner	  works	   under	   an	   analytical	  
and	  synthetic	  cognitive	  loop	  (Michlewski	  2008),	  combining	  systematic	  and	  conscious	  work	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with	   affective	   and	   less	   logical	   associations	   (Feist	   1991).	   Therefore,	   analytical	   thinking	   is	  
here	   presented	   as	   the	   structure	   that	   help	   make	   sense	   out	   of	   the	   data	   gathered	   by	  
synthetic	   explorative	   processes,	   through	   which	   these	   professionals	   work	   provisional	  
solutions	  that	  tackle	  immediate	  problems,	  constructing	  temporary	  platforms	  that	  will	  vary	  
depending	  on	  the	  context	  (Schön	  1983).	  	  
	  
In	  addition	   to	  analytic	  and	   synthetic	   thinking,	   there	   is	   another	   cognitive	  dimension	   that	  
design	   practitioners	   use,	   which	   is	   visual	   thinking	   (Schön	   1983).	   Through	   images	   and	  
visualisation,	   designers	   and	   architects	   engage	   into	   productive	   thinking	   by	  moving	   back	  
and	   forth	   over	   the	   creation	   and	   interpretation	   of	   figures	   and	   concepts	   (Goldschmidt	  
1994).	  By	  developing	  sketches,	  the	  design	  practitioner	  is	  able	  to	  generate	  ideas	  (Suwa	  et	  
al.	   1998),	   developing	   fresh	   associations	   that	   can	   lead	   to	   new	   discoveries	   (Schön	   and	  
Wiggins	  1992).	  	  
	  
This	  production	  of	  thoughts	  through	  visual	  imagery	  or	  sketching,	  relates	  to	  both	  analytic	  
and	  synthetic	  thinking	  (Goldschmidt	  1994).	  The	  analytical	  aspect	  of	  sketching,	  functions	  as	  
an	  external	  memory,	  which	  allows	  capturing	  on	  paper	  pre-­‐conceived	  concepts	  and	  ideas.	  
Afterwards,	   while	   on	   paper,	   the	   spatial	   configuration	   of	   these	   ideas	   provides	   with	  
valuable	  clues	  that	  enable	  new	  associations,	  which	  in	  turn	  have	  the	  potential	  to	  generate	  
other	   new	   ideas,	   (Suwa	   et	   al.	   1998),	   being	   these	   last	   aspect	   highly	   related	   to	   synthetic	  
thinking.	  
	  
This	   illustrates	   how	   visual	   thinking,	   which	   is	   more	   commonly	   associated	   with	   sensory	  
perception	   instead	   of	   a	   cognitive	   process	   (Goldschmidt	   1994),	   is	   able	   to	   have	   a	   direct	  
impact	   in	   the	   generation	   of	   novel	   ideas,	   collaborating	   in	   the	   cognitive	   processes	   these	  
practitioners	  use	  during	  their	  work	  routines.	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1.3.2. Design	  attitude	  
The	  previous	  point	  mentioned	  the	  cognitive	  processes	  used	  by	  design	  professionals	  while	  
engaging	   in	   the	   creation	   of	   new	   ideas.	   Nevertheless,	   another	   dimension	   of	   these	  
professionals	   also	   relevant	   to	   this	   discussion	   is	   the	   attitude	  with	  which	   they	   face	   their	  
work.	  	  
	  
Studies	  present	  evidence	  that	  the	  design	  professional	  has	  an	  urge	  to	  design,	  which	  shows	  
by	  always	  acting	  towards	  the	  improvement	  of	  existing	  situations	  (Binder	  et	  al.	  2011).	  This	  
attitude	  of	  constant	  re-­‐configuration	  towards	  establishing	  roles	  and	  limits,	  reveals	  a	  spirit	  
that	   challenges	   the	   core	   concepts	   related	   to	   the	   scientific	   approach,	   embracing	   flexible	  
processes	   and	   uncertainty	   through	   a	   strong	   drive	   and	   motivation	   towards	   possible	  
unknown	  outcomes	  (Michlewski	  2008).	  	  
	  
Another	   important	   attitudinal	   feature	   of	   these	   professionals	   is	   their	   ability	   to	   see	   the	  
world	   through	   an	   empathic	   view,	   which	   is	   essential	   for	   achieving	   the	   primary	   goal	   of	  
design	   of	   meeting	   human	   needs	   (Binder	   et	   al.	   2011).	   Empathy	   is	   what	   help	   these	  
designers	  and	  architects	  to	  see	  beyond	  pre-­‐conceived	  consumer’s	  notions	  and	  statistics,	  
considering	   and	   incorporating	   the	   emotional	   needs	   of	   the	   client	   as	   well	   (Liedtka	   and	  
Ogilvie	  2011),	  which	  has	  proven	   to	  be	   in	   some	  cases	  even	  more	  powerful	   than	   rational	  
needs.	   Consequently,	   with	   this	   “personal”	   and	   “communicational”	   empathy,	   design	  
practitioners	  are	  able	   to	  effectively	   include	  subjective	  areas	   in	   the	  design	  process,	  once	  
again	  turning	  uncertainty	  to	  their	  advantage.	  	  
	  
In	   addition,	   openness	   is	   another	   attitude	   trait	   identified	   as	   part	   of	   these	   professionals	  
modus	   operandi,	   which	   helps	   them	   to	   expand	   their	   view	   of	   the	   solution-­‐space	   area	  
(Binder	   et	   al.	   2011),	   facilitating	   the	   incorporation	   of	   the	   before	   mentioned	   subjective	  
empathic	  data,	  which	  helps	  produce	  more	  unexpected	  and	  therefore,	  creative	  outcomes	  
that	  will	  be	  later	  logically	  linked	  to	  the	  context	  in	  question.	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As	  a	   result,	   the	  design	  practitioner	  appears	  here	  as	  an	  agent	  of	   change	  and	  awareness,	  
driven	   by	   the	   possibility	   of	   making	   positive	   impacts	   (Michlewski	   2008).	   All	   the	   before	  
mentioned,	   demonstrates	   how	   these	   particular	   mix	   of	   design,	   cognitive	   processes	   and	  
attitude,	  can	  positively	  influence	  organisational	  design	  by	  challenging	  some	  fundamental	  
structures	   of	   traditional	   organisational	   thinking,	   that	   could	   definitely	   be	   improved	   by	  
adopting	  some	  of	  the	  cognitive	  and	  attitudinal	  features	  these	  professionals	  have.	  
 
1.3.3. Design	  mindset	  and	  design	  models	  
In	   the	   previous	   points,	   different	   perspectives	   around	   design	  were	   explored.	   The	   design	  
process	  was	  framed	  as	  a	  participatory	  process,	  driven	  by	  a	  set	  of	  contradictory	  concepts	  
that	   are	   indispensable	   to	   cover	   all	   the	   areas	   involved	   in	   the	   act	   of	   designing.	   The	  
importance	   of	   design	   was	   also	   presented	   through	   its	   impact	   on	   organisational	   design.	  
Here,	  design’s	  relevance	  goes	  beyond	  the	  use	  of	  the	  word	  “design”	  in	  terms	  of	  generating	  
an	   organisational	   structure.	   Rather,	   design	   here	   responds	   to	   the	   particularities	   of	   a	  
process	  unique	  in	  addressing	  problem	  solving	  by	  keeping	  the	  necessary	  balance	  between	  
the	  present	  and	  the	  future	  and	  making	  an	  emphasis	  in	  the	  generation	  of	  new	  knowledge	  
that	   can	   strengthen	   the	   organisation.	   Finally,	   the	   literature	   review	   appointed	   designers	  
and	  architects	  as	  creative	  practitioners	  from	  whom	  the	  design	  process	  and	  attitude	  should	  
be	  analysed,	  due	  to	  a	  series	  of	  particularities	  that	  might	  enhance	  the	  effectiveness	  of	  their	  
design	  mindset	  in	  the	  design	  practice.	  	  
	  
In	  relation	  to	  the	  prior	  and	  due	  to	  the	  important	  role	  that	  analytic	  thinking	  plays	  into	  the	  
equation	  of	  the	  design	  mindset,	   the	  need	  for	  a	  structure	  that	  helps	  the	  development	  of	  
creative	  outcomes	  seems	  to	  be	  fundamental	  for	  the	  success	  of	  design	  processes.	  Because	  
of	   this,	   there	   are	   a	   series	   of	   methodologies	   that	   have	   been	   developed	   to	  manage	   the	  
problem	  solving	  process	  through	  the	  design	  mindset.	  	  
	  
IDEO	  for	  example,	  a	  design	  and	  innovation	  consulting	  firm,	  developed	  a	  model	  known	  as	  
Design	   Thinking,	   around	   three	   factors	   that	   according	   to	   their	   experience,	   are	   able	   to	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balance	  the	  innovation	  process,	  which	  are:	  viability,	  desirability	  and	  feasibility	  (Kelley,	  D.	  
and	  Kelley,	  T.	  2013),	  bringing	  together	  technical,	  economic	  and	  the	  empathy	   issues	  that	  
are	  present	   in	  the	  design	  process.	  On	  the	  other	  hand,	  academics	  from	  the	  Haydn	  Green	  
Institute	   for	   Innovation	   and	   Entrepreneurship	   of	   Nottingham	   University,	   created	   a	  
problem	   solving	   centred	   methodology	   called	   the	   Ingenuity	   Process,	   also	   structured	  
around	   three	   main	   aspects	   of	   the	   design	   process,	   which	   are	   defining,	   discovery	   and	  
determining	   (Kirkham	  et	  al.	  n.d.).	  This	  process	  functions	  as	  a	  guide	  that	  can	  manage	  the	  
balance	   between	   explorative	   and	   analytic	   thinking,	   for	   the	   development	   of	   innovative	  
ideas.	  
	  
Both	   models	   embrace	   the	   design	   mindset	   as	   a	   toolkit,	   being	   valuable	   not	   only	   for	   its	  
ability	   to	   solve	   isolated	   problems,	   but	   also	   to	   foster	   a	   creative	   culture	   within	   an	  
organisation.	  The	   latter	   is	  possible	  by	   installing	  creative	   routines	  when	   repeatedly	  using	  
these	  models.	  According	  to	  previous	  studies,	  routines	  can	  be	  a	  source	  for	  change	  at	  the	  
same	   time	   that	   they	   can	   assure	   long-­‐term	   stability	   of	   new	   practices.	   (Feldman	   and	  
Orlikowski,	  W.	  J.	  2011).	   In	  consequence,	   it	  could	  be	  said	  that	  these	  models	  can	  help	  the	  
different	  areas	  of	  an	  organisation	  to	  adopt	  and	  install	  systems	  with	  a	  clear	  focus	  towards	  
innovation	  and	  consequently,	  potential	  growth.	  
	  
It	  is	  important	  to	  emphasise,	  that	  the	  most	  valuable	  aspects	  of	  these	  or	  any	  other	  model	  
that	  can	  effectively	  canalise	  creativity	  through	  a	  design	  process,	  is	  not	  necessarily	  on	  a	  fix	  
structure.	   The	   reason	   for	   this,	   is	   the	   vital	   role	   that	   context	   plays	   in	   the	  design	  process.	  
Because	   of	   this,	   these	  models	  must	   remain	   flexible	   to	   be	   able	   to	   adapt	   to	   the	   specific	  
needs	   of	   every	   organisation.	   In	   this	   sense,	   the	   real	   contribution	   of	   these	   models	   is	   to	  
provide	  an	  initial	  outline	  that	  will	  set	  the	  basis	  from	  where	  to	  build	  a	  bespoke	  system	  that	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2. Chapter	  I	  I	  -­‐	  The	  design	  mindset	  of	  the	  Creative	  Industry	  	  
After	   reviewing	   general	   aspects	   about	   design	   and	   the	   design	   mindset	   in	   the	   previous	  
chapter,	   a	   more	   integrated	   view	   about	   applying	   these	   concepts	   in	   the	   organisational	  
design	  of	  the	  Creative	  Industry	  will	  be	  the	  focus	  here.	  
	  
	  In	  the	  next	  points,	  a	  brief	  explanation	  on	  how	  the	  Creative	   Industries	  were	  constituted,	  
along	  with	  a	  description	  of	  their	  main	  particularities,	  will	  be	  presented.	  Later,	  an	  analysis	  
of	  the	  organisational	  structure	  and	  managerial	  styles	  that	  characterize	  them,	  will	  attempt	  
to	  explain	  how	  this	  industry	  use	  the	  design	  mindset	  to	  challenge	  old	  paradigms,	  operating	  
under	   their	   own	   rules.	   Finally,	   an	   overview	   of	   the	   design	   mindset	   that	   shapes	   the	  
organizational	  culture	  of	  this	  industry	  will	  be	  discussed.	  
 
2.1. The	  Creative	  industry	  
The	   Creative	   Industry	   have	   been	   generating	   increasing	   awareness	   in	   the	   UK	   due	   to	   its	  
capacity	  for	  fast	  growth	  and	  for	  job	  generation	  (Newbigin	  et	  al.	  2010),	  this	  suggests	  that	  it	  
might	   represent	   a	   valuable	   source	   for	   learning	   that	   could	   help	   revitalise	   other	   more	  
conventional	   economic	   sectors	   in	   the	   future.	   The	   following	   points	  will	   explain	   how	   the	  
Creative	  Industry	  was	  formed	  and	  what	  distinguish	  it	  from	  other	  economic	  sectors.	  	  
 
2.1.1. 	  Birth	  of	  the	  Creative	  Industry	  
When	  the	  department	  of	  National	  Heritage	  of	  the	  UK	  became	  the	  Department	  of	  Culture,	  
Media	   and	   Sports	   (BOP	   Consulting	   2010)	   in	   1998,	   the	   previous	   Cultural	   Industry	   was	  
renamed	   as	   the	   Creative	   Industry,	   to	   boost	   this	   sector	   by	   including	   it	   into	   more	  
advantageous	   economic	   governmental	   policies.	   For	   this	   purpose,	   a	  mapping	   document	  
was	   developed	   to	   clearly	   establish	   the	   participants	   in	   this	   new	   branded	   industry,	  
presenting	  a	  general	  umbrella	  definition,	  which	  described	  the	  main	  characteristics	  of	  this	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new	  industry	  and	  divided	  it	  into	  13	  sectors.	  	  
	  
The	  definition	  for	  the	  new	  Creative	  Industry	  stated	  in	  this	  mapping	  document,	  read	  as	  the	  
following:	   “those	   activities	   that	   have	   their	   origin	   in	   individual	   creativity,	   skill	   and	   talent	  
and	   which	   have	   a	   potential	   for	   wealth	   and	   job	   creation	   through	   the	   generation	   and	  
exploitation	  of	  intellectual	  property”	  (BOP	  Consulting	  2010,	  p.	  16).	  The	  previous	  definition	  
present	   these	   creative	   organisations	   business	   capacity,	   which	   is	   here	   rooted	   into	   their	  
particular	  creative	  source,	  validating	  them	  into	  the	  economic	  scenario	  as	  an	  equal	  to	  any	  
other	   profitable	   organization,	   but	   recognizing	   their	   unique	   starting	   point	   based	   on	  
creativity.	   The	   following	   table	   shows	   the	   13	   sectors	   this	   industry	   was	   divided	   in,	  
highlighting	  the	  ones	  this	  research	  will	  be	  focusing	  on.	  
	  
Table	  1:	  Creative	  Industry	  sectors	  (BOP	  Consulting	  2010).	  
13	  Sectors	  of	  the	  Creative	  Industry 
Advertising Architecture Arts	  &	  Antiques	  Markets 
Crafts Design Designer	  Fashion 
Film	  &	  Video Interactive	  Leisure	  Software Music 
Performing	  Arts Publishing Software	  &	  Computer	  Services 
Television	  &	  Radio   
	  
 
2.1.2. Uniqueness	  of	  the	  Creative	  Industry	  	  
Perhaps	  the	  question	  before	  what	  makes	  them	  different	  should	  be	  why	  they	  are	  different	  
in	  the	  first	  place.	  The	  difference	  could	  be	  that	  this	  industry	  is	  not	  afraid	  to	  accept	  and	  face	  
that	   nowadays	   is	   the	   people	  who	   are	   in	   control	   and	   not	   the	   brands	   (van	   Bergen	   et	   al.	  
2012).	   	   This	   scenario	   that	   might	   conflict	   with	   other	   industry’s	   operations	   and	   values,	  
actually	   fits	  perfectly	  with	  the	  creative	  mindset	  that	  rule	  this	   industry,	  where	  the	  use	  of	  
 
  16 
empathy	   by	   immersing	   into	   the	   world	   of	   the	   customer,	   is	   the	   starting	   point	   for	   every	  
project.	  	  
	  
Therefore,	  it	  can	  be	  concluded	  that	  what	  distinguishes	  this	  industry	  from	  others	  is	  a	  user-­‐
centric	   philosophy	   that	   places	   empathy	   as	   a	   key	   element	   to	   guide	   all	   their	   processes,	  
understanding	   the	   importance	   of	   knowing	   not	   only	   the	   needs,	   but	   also	   the	   role	   that	  
desires	  and	  expectations	  play	   in	  the	  acceptance	  and	  adoption	  of	  any	  product	  or	  service.	  
Based	  on	   the	  previous,	   the	  Creative	   Industry	  uses	  design	   as	   a	   tool	   to	   create	   something	  
new	   that	   aims	   to	   satisfy	   customers’	   needs	   within	   a	   business	   context,	   where	   its	   major	  
challenge	  is	  joining	  the	  two	  worlds	  of	  design	  and	  business	  together.	  	  
	  
To	   balance	   these	   two	   different	   worlds,	   the	   Creative	   Industry	   prioritises	   the	   context	   by	  
creating	   unique	   models	   for	   developing	   and	   managing	   their	   operations	   and	   products	  
(Bilton,	   Chris	   2006).	   These	   models	   include	   non-­‐linear	   supply	   chains	   as	   opposite	   of	  
traditional	  linear	  ones	  and	  create	  more	  complex	  networks	  that	  directly	  respond	  to	  some	  
of	   the	   specific	   characteristics	   of	   this	   industry.	   Like	   for	   example	   a	   project-­‐based	   work	  
structure,	   where	   temporary	   teams	   formed	   according	   to	   the	   specific	   needs	   of	   that	  
particular	  project	  address	  projects.	  Or	  by	  coping	  with	  shortage	  of	  employees	  due	  to	  their	  
flexible	  human	  capital	  structure	  where	  only	  a	  small	  number	  of	  employees	  are	  part	  of	  the	  
company,	  by	  sub-­‐contracting	  according	  to	  the	  specific	  set	  of	  skills	  needed	  in	  a	  particular	  
moment	  (Bilton,	  Chris	  2006).	  	  	  
	  
All	   these	   models	   are	   the	   result	   of	   continual	   modifications	   around	   the	   needs	   of	   the	  
organisation,	   to	  better	   fit	   into	   a	  business	  model	   that	   allow	   them	   to	  perform	  effectively	  
and	   in	   sync	   with	   the	   needs	   that	   a	   creative	   environment	   requires.	   This	   dynamic	   of	  
continual	  adjustment	  is	  a	  distinctive	  feature	  within	  this	  industry,	  one	  that	  makes	  it	  more	  
resilient	   to	   external	   changes,	   helping	   it	   to	   react	   more	   naturally	   and	   faster	   than	   other	  
sectors	  with	  more	  rigid	  structures.	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2.2. Organisational	  design	  shift	  
The	   previous	   point	   showed	   how	   the	   Creative	   Industry	   have	   been	   able	   to	   construct	  
flexible,	  but	  solid	  structures	  by	  adapting	  through	  the	  reconfiguration	  of	  existing	  patterns	  
(Bilton,	  Chris	  2006).	  The	  next	  point	  will	  explore	  more	   in-­‐depth	  the	  organisational	  design	  
dynamics	  that	  help	  to	  generate	  the	  right	  environment	  for	  this	  structure	  to	  work.	  
 
2.2.1. Incompleteness	  factor	  of	  design	  
Over	   the	   years,	   organisational	   studies	   have	   looked	   at	   design	   from	  a	   scientific	   approach	  
(Michlewski	   2008)	   that	   focussed	   on	   the	   completeness	   aspects	   it,	   where	   planning	   and	  
decision	  making	  align	  with	  pre-­‐defined	  criteria	   (Nadler	  and	  Tushman	  1997).	  The	   idea	  of	  
design	  as	  a	  complete	  and	  close	  cycle	  is	  closely	  related	  to	  the	  series	  of	  steps	  that	  serve	  to	  
guide	   this	   process,	   which	   are,	   the	   specification	   of	   the	   problem,	   the	   identification	   of	  
alternatives	  and	   lastly,	   the	  choosing	  of	  the	  best	  alternative	  available	  to	  solve	   it	   (Romme	  
2003).	  	  
	  
But	  although	  these	  steps	  seem	  like	  a	  logical	  approach	  towards	  problem	  solving	  in	  general,	  
this	  linear	  view	  seems	  to	  be	  more	  appropriate	  in	  standardised	  environments	  that	  manage	  
low	   levels	   of	   uncertainty,	   instead	   of	   the	   actual	   knowledge-­‐based	   highly	   volatile	   and	  
unpredictable	   economy	   (Yoo	   et	   al.	   2006).	   Another	   problem	   with	   this	   approach	   is	   the	  
impossibility	   for	   human	   beings	   to	   be	   100%	   rational.	   The	   development	   of	   an	   absolute	  
rational	   process	   requires	   a	   complete	   knowledge	   of	   all	   the	   possibilities	   and	   its	  
consequences	   (Simon	   1997),	   otherwise	   there	   will	   always	   be	   bias.	   This	   would	   only	   be	  
possible	  in	  very	  narrow	  and	  static	  contexts,	  which	  again,	  differ	  to	  the	  hectic	  dynamics	  of	  
actual	  economies.	  On	  top	  of	  that,	  the	  subjective	  human	  side	  of	  design	  also	  interferes	  with	  
this	   approach,	   which	   has	   not	   considered	   emotions	   and	   the	   natural	   reflex	   towards	  
imagination	  that	  is	  inherent	  to	  every	  individual.	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Aware	  of	  the	  previous,	  the	  Creative	  Industry	  guide	  their	  organizational	  design	  through	  a	  
pragmatic	   approach	   that	   embraces	   incompleteness,	   where	   contrary	   of	   a	   liability,	   is	  
considered	  as	  a	  generative	  outcome	  that	  allow	  results	  to	  become	  new	  starting	  points.	  This	  
way,	  incompleteness	  is	  here	  conceived	  as	  part	  of	  a	  self-­‐perpetuating	  process	  that	  is	  able	  
to	   drive	   continual	   change.	   An	   example	   of	   this	   model	   is	   the	   trend	   of	   Beta	   versions	   or	  
software	  updates,	  very	  popular	  in	  the	  Creative	  Industry,	  where	  the	  structure	  of	  the	  design	  
is	   kept	  unfinished	  and	  open	   for	  ongoing	   improvements	  provided	  by	   insights	  of	  users	  or	  
experts.	  Here,	  the	  incomplete	  factor	  is	  used	  as	  a	  tool	  that	  allows	  remaining	  a	  structure	  up	  
to	  date	  at	  all	  times	  (Garud	  et	  al.	  2008).	  
 
2.2.2. Design	  gestalt	  
In	   relation	  to	   the	  previous,	   incompleteness	  suggests	  contributing	   to	   the	  revitalisation	  of	  
the	  design	  process	  dynamics	  by	  generating	  never	  ending	  continuous.	  But	  because	  of	  this	  
constant	  incorporation	  of	  new	  data	  into	  the	  original	  structure,	  it	  has	  to	  be	  considered	  that	  
this	  will	   inevitably	  elevate	   the	  degree	  of	  complexity	  of	   the	  process.	  Because	  of	   this,	   the	  
importance	   of	   an	   internal	   understanding	   of	   the	   core	   processes	   and	   values	   of	   the	  
organisation	   is	   crucial	   for	  maintaining	   both	   fluidity	   and	   coherence	   in	   the	   organisation’s	  
design	  process.	  	  
	  
To	  this	  effect,	   the	  Creative	   Industry	  builds	  what	   is	  referred	  to	  as	  a	  design	  gestalt,	  which	  
according	   to	   Brady	   et	   al.	   is	   a	   generative	   force	   through	   which	   organisational	   design	  
practices	  can	  function	  under	  a	  variety	  schema	  without	  losing	  unity.	  This	  design	  gestalt	  is	  
able	  to	  develop	  a	  partially	  malleable	  structure	  that	  can	  serve	  as	  a	  guide,	  but	  also	  leave	  a	  
space	  open	  for	  incorporating	  new	  data	  into	  the	  system.	  This	  enable	  managing	  the	  tension	  
of	   maintaining	   the	   logic	   of	   unity,	   considering	   the	   importance	   that	   image	   and	   personal	  
signature	   has	   in	   these	   industries,	   and	   the	   logic	   of	   variety	   (Yoo	   et	   al.	   2006),	   that	   will	  
provide	   the	   space	   to	   experiment	   and	   innovate,	   which	   as	   stated	   before,	   is	   both	   an	  
outcome	  and	  goal	  in	  this	  sector.	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Examples	  of	  how	  some	  creative	  organisations	  has	  developed	  and	  managed	   their	  design	  
gestalt	   are	   IDEO	   and	   Frank	   Gehry’s	   architecture	   studio.	   On	   the	   one	   hand,	   IDEO	  
incorporated	   disciplines	   like	   anthropology,	   sociology	   and	   psychology	   into	   their	   design	  
process	  (Michlewski	  2008).	  The	  goal	  was	  to	  solidify	  their	  tools,	  fortifying	  the	  empathy	  part	  
of	  the	  design	  process,	  making	  a	  statement	  in	  the	  user-­‐centric	  approach	  that	  the	  company	  
focuses	  on.	  On	  the	  other	  hand,	  Frank	  Gehry’s	  architecture	  studio	  build	  their	  design	  gestalt	  
in	  relation	  to	  the	  spatial	  aspects	  of	  the	  design	  process,	  determining	  that	  the	  environment	  
will	   not	   restrict	   their	   process	   (Yoo	   et	   al.	   2006),	   creating	   a	   whole	   set	   of	   open-­‐ended	  
processes	  around	  that	  statement.	  The	  previous	  distinguishes	  and	  guides	  them	  throughout	  
all	   the	  different	  stages	  of	  present	  and	  future	  projects,	  with	  a	  clear	  purpose	  and	  system,	  
but	  also	  with	  the	  freedom	  to	  innovate	  within	  a	  specific	  open-­‐ended	  framework.	  
	  
In	  both	  cases,	  unity	  is	  achieved	  by	  searching	  into	  fundamental	  aspects	  of	  the	  organisation	  
and	  selecting	  the	  principal	  ones	  that	  will	  be	  able	  to	  give	  a	  solid	  identity	  and	  a	  clear	  path,	  
that	  allow	  them	  to	  address	  any	  kind	  of	  challenge	  under	  this	  same	  fundamental	  structure.	  
At	  the	  same	  time,	  these	  basic	  structures	  allow	  them	  to	  elaborate	  a	  whole	  system	  around	  
it,	  which	  can	  be	  modified,	  rearranged	  and	  grown	  within	  the	  stated	  framework	  in	  any	  way	  
the	  circumstances	  require	  it	  in	  the	  future.	  
	  
 
2.2.3. Complexity	  in	  design	  
It	   can	   be	   agreed	   that	   the	   design	   gestalt	   analysed	   in	   the	   previous	   point	   is	   a	   complex	  
process,	  where	  the	  balance	  between	  unity	  and	  variety	  is	  always	  in	  tension.	  The	  concept	  of	  
complexity	  was	  also	  mentioned	  before	  when	  analysing	  the	  incomplete	  side	  of	  design,	  due	  
to	  its	  generative	  force	  that	  moved	  the	  design	  process	  forward	  by	  turning	  every	  ending	  in	  a	  
new	  possible	  beginning.	  It	  seems	  then,	  that	  complexity	  is	  always	  present	  in	  the	  dynamics	  
of	   the	   Creative	   Industry,	   which	   makes	   this	   concept	   highly	   important	   in	   this	   particular	  
context.	  
 
  20 
Although	  complexity	  might	  have	  a	  negative	  connotation	  because	  of	  an	  apparent	  disorder,	  
in	   reality	   this	   disorder	   is	   not	   part	   of	   complexity,	   but	   rather	   belongs	   to	   complicated.	  
Norman	  (2010)	  differentiated	  these	  two	  concepts	  by	   identifying	  “complex”	  as	  a	  tangible	  
state	  of	  the	  world	  and	  “complicated”	  as	  a	  psychological	  state	  of	  the	  mind.	  Here,	  the	  first	  
one	   is	   understandable	   and	   learnable,	   whereas	   the	   second	   one	   is	   confusing	   and	  
frustrating.	  Norman	  makes	   it	   very	   clear	  on	   the	  difference	  between	   these	   two	  concepts.	  
Norman	  also	   states	   that	   good	  design	   can	  benefit	   from	   complexity,	   by	   generating	   richer	  
structures	  that	  can	  bring	  more	  satisfaction	  than	  simpler	  ones	  who	  only	  respond	  to	  basic	  
needs.	  	  
	  
Therefore,	  learning	  how	  to	  cope	  with	  this	  inevitable	  complexity,	  which	  will	  always	  be	  part	  
of	  the	  constant	  tensions	  of	  the	  various	  dichotomies	  present	  in	  the	  design	  process,	  is	  vital	  
to	   achieve	   the	   best	   performance	   possible.	   One	   way	   complexity	   can	   be	   managed	   is	   by	  
breaking	   it	  down	   into	  a	   series	  of	   logical	   relations	   that	  can	  be	  analysed	  and	  understood.	  
Structures	  become	  simpler	  when	  they	  appears	  with	  a	  logical	  order	  and	  meaning,	  in	  other	  
words,	  as	  soon	  as	  complexity	  can	  be	  understood,	  it	  ceases	  to	  exist	  as	  such,	  becoming	  an	  
asset	  able	  to	  create	  richer	  structures.	  (Norman	  2010).	  
	  
In	  summation,	  complexity	  is	  an	  inherent	  part	  in	  the	  process	  of	  the	  Creative	  industry	  and	  
one	   that	   should	   be	   embraced	   because	   of	   the	   value	   it	   can	   bring	   to	   an	   organisation.	   It	  
should	   also	   always	   be	   managed	   correctly	   to	   avoid	   that	   it	   might	   be	   perceived	   as	  
complicated,	  by	  making	  sure	  that	  there	  is	  a	  logical	  structure	  that	  can	  be	  understood	  and	  
always	   taking	   into	   consideration	   how	   the	   end	   user	   will	   perceive	   it.	   In	   the	   next	   point,	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2.3. Managing	  in	  the	  Creative	  Industry	  
According	  to	  the	  previous	  points,	  it	  can	  be	  said	  that	  complexity	  is	  part	  of	  management	  in	  
the	   Creative	   Industry.	   In	   addition	   to	   the	   above,	   all	   human	   issues	   are	   complex	   and	  
therefore,	  cannot	  be	  addressed	  in	  a	  simple	  linear	  way	  (van	  Bergen	  et	  al.	  2012),	  therefore,	  
any	  course	  of	  action	  that	  is	  intended	  to	  understand	  and	  solve	  human	  issues,	  would	  be	  in	  
consequence	  also	  complex.	  	  
	  
The	   following	   points	   will	   explore	   the	   role	   of	   management	   in	   the	   Creative	   Industry	   in	  
relation	   to	   the	  design	  mindset,	   the	  way	   it	   reflects	  on	   team-­‐building,	   its	  main	  challenges	  
and	  finally	  how	  do	  all	  these	  converges	  into	  a	  particular	  management	  style.	  
	  
2.3.1. Managerial	  shift	  
One	  considerable	  mistake	  organisations	  make	  while	  planning	  new	  strategies	  to	  innovate,	  
is	   to	   use	   the	   same	  old	  mindset	   from	  which	   the	  organisation	  was	  originally	   created	   and	  
grown	  (van	  Bergen	  et	  al.	  2012).	  Having	  already	  stated	  the	  importance	  that	  context	  has	  on	  
the	  process	  of	  creating	  something	  new	  and	  in	  addition	  to	  previous	  statements	  describing	  
scenarios	  where	  human	  needs	  are	  present	  as	  highly	   complex,	   it	   seems	  only	   logical	   that	  
this	  new	  complex	   context	   should	  be	   intervened	   through	  up-­‐to-­‐date	  models	   rather	   than	  
models	  that	  are	  proven	  to	  be	  useful	  in	  old	  contexts.	  	  
	  
In	   addition	   to	   the	  prior,	  unlike	  previous	  economic	   scenarios	  based	  on	   clear	  boundaries,	  
stable	   preferences	   and	   fixed	   goals	   (Simon	   1997),	   today	   we	   have	   instead,	   ill-­‐defined	  
problems	  and	  fluid	  preferences	  to	  deal	  with	  (Garud	  et	  al.	  2008).	  All	  of	  the	  previous	  have	  
led	   to	   question	   the	   focus	   of	   the	   managerial	   role	   as	   a	   sole	   coordinator	   of	   resources,	  
suggesting	   that	   what	   is	   truly	   needed	   for	   managers	   today,	   is	   the	   ability	   to	   manage	  
intangible	   knowledge	   (Kogut	   and	   Zander	   1992)	   and	   the	  display	   of	   design	   skills	   that	   can	  
develop	  more	  flexible	  organisational	  designs	  (Yoo	  et	  al.	  2006).	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A	   strong	   reason	   for	   this,	   is	   that	   dynamic	  models	   in	   sync	  with	   the	   skills	   and	   knowledge	  
available	   in	   an	   organisation,	   might	   be	   less	   likely	   to	   focus	   solely	   on	   the	   needs	   of	   the	  
moment	  by	  making	  more	  projections	   into	   the	   future.	   This	  broader	   view	  might	   facilitate	  
moving	   the	   business	   forward	   (Bilton,	   Chris	   2006),	   preparing	   it	   to	   external	   changes	   and	  
hence,	   facilitating	   the	   titanic	   task	  of	  managing	   the	  high	  degree	  of	  uncertainty	   that	  new	  
economies	  present.	  	  
	  
The	  above	  statement	  about	  new	  ideas	  being	  subject	  to	  mistrust	  before	  acceptance,	  points	  
out	   another	   important	   role	   of	   management,	   suggesting	   that	   manager’s	   actions	   and	  
discourse	  will	  be	  decisive	   for	  this	  purpose,	  which	  highly	  challenges	  their	  communication	  
skills	   (Heusinkveld	  2009).	  The	   latter	  places	  managers	   in	   the	  Creative	   Industry	  as	  key	   for	  
legitimising	  new	  ideas,	  which	  in	  turn,	  is	  crucial	  for	  DKD	  practices.	  
	  
Herewith,	  because	  the	  Creative	  Industry	  guides	  their	  processes	  through	  the	  principles	  of	  
design,	   they	   have	   intuitively	   put	   into	   practice	   this	   new	   management	   views	   described	  
above.	   The	   need	   of	   this	   industry	   to	   constantly	   balance	   exploration	   and	   exploitation	  
(Martin,	  R.	  2009)	  due	  to	  their	  creative	  nature,	  seem	  to	  have	  proven	  these	  assumptions	  as	  
valid,	  at	  least	  for	  this	  particular	  context.	  	  
	  
The	   next	   point	   will	   go	   over	   the	   ways	   in	   which	   these	   design	   principles	   have	   influenced	  
management	  within	  the	  Creative	  Industry.	  
  
2.3.2. Integrating	  design	  into	  management	  
It	   can	   be	   said	   that	   integrating	   design	   into	   any	   organisation	   will	   always	   imply	   a	   big	  
challenge	   for	  management	   (Buchanan	  2004)	  even	  more	  so	   if	   the	  manager’s	  background	  
doesn’t	   belong	   to	   a	   creative	   profession.	   Although	   in	   the	   particular	   case	   of	   the	   Creative	  
Industry,	   there	   are	   good	   chances	   that	   the	   manager	   will	   already	   have	   some	   training	   in	  
design	   or	   other	   creative	   profession	   (Bilton,	   Chris	   2006).	   This	   is	   because	   of	   to	   the	   small	  
structure	  these	  organisation	  usually	  have	  at	  beginning	  stages,	  which	  lead	  employees	  and	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founders	   to	   multitask	   in	   between	   roles,	   where	   usually	   the	   partners	   end	   up	   adopting	  
managerial	  roles,	  until	  growth	  can	  allow	  to	  assign	  someone	  else	  to	  do	  the	  job	  (Yoo	  et	  al.	  
2006).	  	  
	  
However,	   in	  the	  case	  that	  the	  manager	  wasn´t	  a	  creative	  practitioner,	  studies	  show	  that	  
he	   would	   probably	   have	   to	   work	   to	   become	   one,	   due	   that	   by	   acquiring	   a	   design	  
understanding,	  or	  better	   said	  a	  design	  mindset,	   is	  how	  managers	  will	  be	  able	   to	  deliver	  
the	  unique	  systems	  that	  actual	  management	  trends	  are	  demanding.	  This	  new	  managerial	  
behaviour,	   that	   can	   also	   be	   referred	   to	   as	   knowing	   in	   action	   (Schön	   1983)	   due	   to	   its	  
tendency	   to	   spontaneity,	   by	   involving	   dynamic	   tasks	   that	   include	   improvisation	   and	  
recombination	  of	  present	  processes	  through	  experimentation	  and	  prototyping.	  	  
	  
The	   latter	   inevitably	   brings	   a	   new	   factor	   into	   the	   system,	   which	   is	   failure.	   Failure	   is	   a	  
concept	  that	  represents	  the	  opposite	  of	  what	  any	  organisation	  expects	  to	  achieve,	  but	  is	  
here	   a	   positive	   and	   valuable	   factor.	   In	   this	   iterative	   system	   of	   exploration	   and	  
reconfiguration,	   failure	   is	   the	   starting	   point	   to	   making	   improvement	   happened	   and	  
consequently,	  getting	  closer	   in	  finding	  better	  solutions.	  Without	  failure,	  there	  cannot	  be	  
any	  progress,	  and	  continual	  progress	  is	  what	  this	  new	  view	  of	  dynamic	  management	  is	  all	  
about.	  
	  
Nevertheless,	  this	  design-­‐oriented	  management	  also	  needs	  a	  solid	  base	  from	  where	  this	  
exploration	  can	  flow	  with	  a	  clear	  direction	  and	  not	  randomly.	  Consistent	  with	  this	  creative	  
management	  makes	  use	  of	  practical	  certainties.	  The	   latter	  have	  an	   important	  role	  given	  
the	   participation	   of	   knowledge	   in	   the	   process	   of	   innovation,	   that	   provide	   an	  
understanding	   on	   how	   a	   system	  worked	   in	   the	   past,	   to	   bring	   the	   clues	   from	  where	   an	  
incremental	   building	   of	   new	   ideas	   can	   be	   produced	   (Bilton,	   C.	   and	   Cummings	   2014).	  
Accordingly,	  the	  above	  helps	  to	  provide	  certainty	  to	  a	  process	  that	  must	  always	  deal	  with	  
high	  levels	  of	  vagueness.	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In	  the	  next	  point,	  the	  relation	  between	  management	  and	  creative	  teams	  will	  be	  analysed,	  
exploring	   the	   role	   of	   management	   and	   the	   particular	   structure	   and	   characteristics	   of	  
teams	  in	  the	  Creative	  Industry.	  
 
2.3.3. Creative	  teams	  	  
There	  are	  some	  traditional	  management	  roles,	  which	  are	  also	  present	  in	  management	  in	  
the	   Creative	   Industry,	   such	   as	   team	   composition	   and	   the	   assignments	   of	   roles.	   The	  
difference	  here,	  being	  the	  dynamic	  factor	  that	  places	  these	  tasks	  into	  active	  loops	  that	  are	  
subject	   to	   continual	   revision.	   Consistent	  with	   this,	   the	   organisational	   structure	   of	   team	  
formation	   in	   this	   industry	  will	  be	  based	  on	  a	   flexible	  matrix	   that	  allows	  management	   to	  
deconstruct	   and	   assemble	   the	   teams	   according	   to	   the	   needs	   of	   every	   project.	   (Bilton,	  
Chris	   2006).	   This	   formation	   responds	   to	   a	   modularity	   theory	   that	   enables	   the	  
reconfiguration	  of	  a	  design	  as	  a	  response	  to	  changes	  in	  the	  environment,	  maintaining	  the	  
system	  in	  a	  continually	  evolving	  face,	  that	  can	  adapt	  to	  any	  context	  (Yoo	  et	  al.	  2006).	  	  
	  
Apart	  from	  the	  obvious	  aspect	  about	  every	  project	  having	  their	  own	  particular	  needs,	  this	  
project-­‐based	   formation	   also	   responds	   to	   the	   cognitive	   aspects	   of	   creativity	   described	  
before,	   in	   relation	   to	   how	   creative	   thinking	  works	   best	   in	   diverse	   environments,	  where	  
varied	   experiences	   can	   develop	   different	   thinking	   styles.	   Herewith,	   studies	   have	   shown	  
that	  innovative	  teams	  are	  able	  to	  produce	  novel	   ideas	  by	  constantly	  switching	  frames	  of	  
reference	  (Bilton,	  Chris	  2006),	  which	  is	  exactly	  what	  explorative	  thinking	  does,	  and	  also	  by	  
challenging	  others’	  perceptions.	  Both	  of	  these	  statements	  explain	  why	  choosing	  the	  right	  
mix	  within	  a	  team	  can	  influence	  the	  design	  process.	  	  
	  
Accordingly,	   due	   to	   these	   constant	   changes,	   the	   creative	   practitioners	   acquire	   a	  
multifaceted	  capacity	  by	  learning	  how	  to	  adapt	  to	  new	  roles.	  However,	  that	  doesn´t	  mean	  
that	   they	  are	  able	   to	  perform	  every	  different	   role	  at	   their	  best.	  To	   illustrate	   this,	  Kirton	  
(1984)	  distinguishes	  two	  different	  types	  of	  creative	  practitioners,	  which	  he	  refers	  to	  as	  the	  
“innovators”	  and	  the	  “adaptors”.	  The	  author	  describes	  the	  first	  ones	  as	  an	  active	  source	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of	   new	   ideas	   and	   the	   second	  ones	   as	   the	   ones	   able	   to	   implement	   these	   ideas	  within	   a	  
specific	  context.	  	  
	  
The	  latter	  shows	  an	  example	  of	  the	  different	  capacities	  that	  creative	  workers	  may	  develop	  
which	   points	   out	   the	   need	   for	  management	   to	   identify	   this	   psychological	   aspect	   while	  
building	   a	   team.	   The	   latter	   suggests	   that	   understanding	   the	   personal	   limits	   over	  which	  
every	   individual	   can	   make	   a	   better	   input	   will	   improve	   the	   team’s	   performance.	   Also,	  
because	  of	  this	  constant	  reconfiguration,	  creative	  workers	  need	  to	  be	  aware	  on	  how	  their	  
own	  particular	   role	   fits	  with	  everyone	  else’s	   (Bilton,	  Chris	   2006),	   developing	   the	   skill	   to	  
adapt	  to	  formation	  changes.	  
	  
Lastly,	  due	  to	  the	  uncertain	  context	  that	  experimentation	  usually	  implies,	  teams	  working	  
under	  conditions	  before	  described,	  will	  need	  active	  managerial	  involvement	  to	  help	  them	  
through	  all	  the	  stages	  of	  the	  process	  (Bilton,	  Chris	  2006).	  This	  will	  lead	  us	  to	  the	  next	  point	  
where	  the	  main	  features	  of	  the	  creative	  management	  style	  will	  be	  explored.	  
 
2.3.4. Management	  styles	  in	  the	  Creative	  Industry	  
Within	  new	  management	  style	  trends,	  a	  non-­‐management	  style	  can	  be	  found.	  This	  style	  
separates	  itself	  from	  other	  traditional	  styles	  by	  moving	  away	  from	  hierarchy	  and	  control	  
towards	  a	   free	  of	   constraint	  environment,	  where	   freedom	   is	  provided	   to	  boost	   creative	  
processes	  (Bilton,	  Chris	  2006).	  This	  more	  human	  management	  approach	  was	  borne	  out	  of	  
elements	   present	   in	   design	   practices,	   such	   as	   the	   inclination	   towards	   a	   work-­‐balance	  
lifestyle	   that	   include	   flexible	  working	  hours	  and	   the	  big	  pool	  of	   self	   employment	   in	   this	  
sector.	  (Bilton,	  Chris	  2006).	  	  
	  
Some	   of	   the	   particularities	   of	   this	   non-­‐management	   style	   are	   the	   shift	   from	   the	   classic	  
transactional	   system	  of	  organisational	   rewards	   that	   include	  bonuses	   and	  promotions	   as	  
their	  principal	  offer,	  to	  what	  is	  called	  a	  transformational	  system.	  Here	  management	  does	  
not	   command	   or	   rely	   on	   quantitative	   rewards,	   but	   instead	   inspire	   employees	   through	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intangible	  but	  more	  engaging	  goals.	  This	  managerial	  leadership	  focuses	  on	  intrinsic	  rather	  
than	  extrinsic	  motivations,	  aiming	  to	  connect	  with	  the	  desire	  of	  the	  worker	  to	  complete	  
the	  task,	  rather	  than	  their	  obligation	  towards	  it.	  The	  latter	  is	  in	  sync	  with	  studies	  that	  have	  
proven	  that	  self-­‐motivation	  can	  be	  more	  effective	  and	  productive	  that	  obligation	  (Bilton,	  
Chris	  2006).	  
	  
Another	  subject	  where	  management	  is	  crucial,	  and	  in	  this	  particular	  industry,	  is	  how	  the	  
structure	   of	   the	   organisation	   is	   managed	   in	   relation	   to	   growth,	   which	   is	   much	   more	  
complex	  than	  a	  hierarchical	  pyramid	  approach.	  Here,	  adding	  more	  employees	  to	  support	  
growth	   is	   not	   the	  model,	  making	   recruitment	   a	   secondary	   focus	   for	   this	  purpose,	  while	  
the	  main	   focus	   is	   in	   realigning	   in	   the	   best	   way	   possible	   the	   human	   resources	   that	   the	  
company	  already	  has	  (Bilton,	  Chris	  2006).	  	  
	  
In	   addition,	   managers	   in	   the	   Creative	   Industries	   have	   the	   extra	   challenge	   of	   having	   to	  
balance	   analytic	   and	   synthetic	   thinking,	   both	   within	   the	   workforce	   and	   in	   developing	  
organisational	   strategies.	   The	   reason	   for	   this,	   is	   the	   combination	   of	   these	   two	   thinking	  
styles	   that	   have	   proven	   to	   be	   an	   effective	   creativity	   booster	   (Bilton,	   Chris	   2006)	   and	  
therefore,	   fundamental	   for	   the	  work	  of	   this	   particular	   industry.	   Furthermore,	  managers	  
need	   to	   fully	   understand	   all	   the	   design	   dichotomies	  mentioned	   above,	   finding	   the	   best	  
ways	  for	  incorporating	  them	  within	  this	  creative	  organisational	  structure.	  	  
	  
Conclusively,	  managers	  in	  the	  Creative	  Industry	  need	  to	  embrace	  the	  principles	  of	  design,	  
answering	  the	  long	  term	  debate	  that	  question	  if	  management	  should	  either	  be	  considered	  
as	  art	  or	  science,	  where	  the	  answer	  appears	  to	  be	  design,	  which	  stands	  right	  in	  the	  middle	  
of	  the	  previous	  two	  options.	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3. Chapter	  III	  –	  Research	  design	  and	  methods	  
In	   the	  Creative	   Industry,	   the	  design	  mindset	   is	   strongly	   connected	   to	   the	   creative	  work	  
this	   industry	   produces,	   therefore	   this	   mindset	   is	   not	   something	   that	   is	   here	   externally	  
implemented,	  but	   rather	   internally	  developed	  by	   interpreting	  and	  codifying	   information	  
that	   belongs	   to	   the	   particularities	   of	   its	   own	   context.	   Nevertheless,	   despite	   of	   the	  
advantage	   this	   industry	   might	   have	   about	   this	   natural	   inclination	   towards	   creative	  
thinking,	  there	  are	  still	  several	  variants	  that	  can	  influence	  the	  performance	  of	  the	  design	  
mindset	  within	  an	  organisation	  that	  should	  be	  considered.	  	  
	  
With	   the	  purpose	  of	  designing	  a	   research	  plan	   to	  guide	  a	  process	  able	   to	   identify	   these	  
variants,	  a	  literature	  review	  that	  clarifies	  some	  of	  the	  main	  concepts	  that	  are	  present	  and	  
drive	  the	  design	  mindset,	  was	  conducted	  in	  the	  previous	  chapters.	   In	  addition,	  empirical	  
research	  methods	  that	  will	  complement	  this	  theoretic	  framework	  and	  offer	  a	  wider	  scoop	  
on	  the	  day-­‐to-­‐day	  functioning	  of	  an	  organisation	  belonging	  to	  the	  Creative	   Industry,	  will	  
take	  place	  in	  this	  chapter.	  
	  
The	  next	   points	  will	   present	   a	   research	  plan	   along	  with	   the	  description	  of	   the	   research	  
methods	   employed.	   Finally,	   a	   brief	   overview	   of	   the	   organisation	   selected	   will	   be	  
presented	  for	  a	  better	  understanding	  of	  the	  context	  of	  analysis.	  
 
3.1. Research	  design	  	  
The	   following	  points	  will	   describe	   the	   focus,	   criteria	   and	   logical	   sequence,	   in	  which	   the	  
available	  data	  will	  be	  connected,	  to	  assure	  that	  these	  data	  is	  relevant	  to	  the	  research.	  The	  
research	  question	  described	  in	  the	  following	  point	  will	  be	  the	  starting	  point,	  followed	  by	  a	  
set	  of	  propositions	  that	  will	  help	  focus	  on	  the	  most	  relevant	  elements	  discovered	   in	  the	  
literature.	  To	  continue,	   the	  subjects	  of	  analysis	  will	  be	   identified	  and	   finally,	   the	  criteria	  
used	  for	  the	  data	  collection	  will	  be	  described.	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3.1.1. Research	  question	  
The	   research	  question	   that	  will	   guide	   this	   research	  have	  been	   formulated	   in	   relation	   to	  
the	   literature	   review	  before	  presented,	   reading	  as	   the	   following:	  What	  are	   the	  enablers	  
and	  barriers	  to	  the	  effective	  performance	  of	  the	  design	  mindset	  within	  an	  organisation	  in	  
the	  Creative	  Industry?	  
	  
Based	   on	   the	   literature	   review	   previously	   conducted,	   a	   series	   of	   factors	   have	   been	  
suggested	  as	  facilitators	  or	  inhibitors	  of	  the	  design	  mindset	  within	  organisational	  contexts.	  
The	   relevance	   of	   this	   question	   has	   to	   do	   with	   the	   possibility	   of	   how	   a	  more	   thorough	  
understanding	  about	  these	  factors	  might	  influence	  the	  performance	  of	  the	  design	  mindset	  
processes	  within	  the	  Creative	  Industry.	  	  	  
 
3.1.2. Propositions	  linked	  with	  data	  
In	  relation	  to	  the	  prior	  and	  with	  the	  goal	  of	  providing	  useful	  constraints	  that	  can	  help	  to	  
set	  feasible	  limits	  to	  frame	  the	  criteria	  that	  will	  guide	  this	  research	  (Yin	  2013),	  a	  series	  of	  
propositions	  will	  be	  presented.	  The	  following	  table	  shows	  these	  propositions	  and	  connect	  
them	  to	  the	  previous	  literature	  review,	  with	  the	  goal	  of	  giving	  a	  set	  of	  preliminary	  answers	  
to	  these	  questions	  and	  to	  support	  their	  relevance	  for	  this	  research.	  	  
	  
	  Table	  2:	  Propositions	  linked	  with	  data.	  
1 How	  does	  the	  Creative	  Industry	  effectively	  incorporate	  the	  design	  mindset? 
Literature 
Michlewsk:	  By	  embracing	  the	  design	  practitioner	  as	  an	  agent	  of	  change. 
Schön:	  By	  allowing	  professionals	   to	  work	  provisional	   solutions	   that	   tackle	   immediate	  
problems. 
Kelley:	   By	   using	   factors	   that	   can	   balance	   the	   innovation	   process	   such	   as	   viability,	  
desirability	  and	  feasibility. 
Feldman	   et	   al.:	   By	   using	   creative	   routines	   as	   a	   source	   for	   change,	   but	   also	   to	   help	  
establish	  the	  long-­‐term	  stability	  of	  new	  practices.	   
Garud	  et	  al.:	  By	  managing	  the	  incomplete	  factor	  that	  allows	  maintaining	  the	  structure	  
up	  to	  date	  at	  all	  times. 
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Garud	  et	  al.:	  By	  putting	  in	  place	  governance	  strategies	  that	  allow	  the	  design	  process	  to	  
operate	  in	  flexible	  states	  of	  incompleteness. 
2 What	   elements	   of	   the	   organisational	   design	   of	   a	   company	   might	   positively	   or	  
negatively	  affect	  the	  design	  mindset	  performance? 
Literature 
Kelley:	  Excessive	  control	  that	  can	  keep	  a	  company	  stuck	  at	  planning	  stages. 
Binder	  et	  al.:	  Openness	  that	  can	  expand	  the	  view	  of	  the	  solution-­‐space	  area. 
Bilton	  et	  al.:	  Enhancing	  flexibility	  by	  using	  a	  team	  formation	  based	  on	  a	  flexible	  matrix	  
that	  can	  allow	  management	  to	  deconstruct	  and	  assemble	  the	  teams	  to	  better	  fit	  each	  
individual	  project. 
Norman:	  Avoiding	  disorder	  when	  managing	  complexity. 
Liedtka:	   Employing	   empathy	   when	   considering	   the	   end	   user,	   to	   see	   beyond	   pre-­‐
conceived	  consumers	  notions. 
3 How	  does	  the	  Creative	  Industry	  find	  the	  right	  balance	  between	  reliability	  and	  validity? 
Literature 
Martin:	   By	   making	   an	   effort	   to	   incorporate	   subjectivity	   into	   their	   processes	   and	  
organisational	  culture. 
Bilton	  et	  al.:	  By	  balancing	  analytic	  and	  synthetic	  thinking. 
Brady	   et	   al.:	   By	   creating	   a	   design	   gestalt	   than	   can	   function	   under	   a	   variety	   schema	  
without	  losing	  unity.	   
Yoo	  et	  al.:	  By	  employing	  logic	  of	  variety	  and	  unity. 
Bilton	  et	  al.:	  By	  considering	  models	  in	  sync	  with	  the	  skills	  and	  knowledge	  of	  employees,	  
due	  that,	  these	  might	  help	  them	  to	  focus	  in	  future	  needs	  rather	  than	  present	  ones. 
Garud	  et	  al.:	  By	  maintaining	  an	  incomplete	  factor	  that	  allows	  processes	  to	  keep	  up	  to	  
date	  at	  all	  times. 
4 How	  does	  the	  Creative	  Industry	  relate	  with	  the	  creative	  work	  force	  they	  depend	  on? 
Literature 
Kogut	  et	  al.:	  By	  considering	  that	  what	  is	  most	  needed	  from	  managers	  today	  is	  an	  ability	  
to	  manage	  intangible	  knowledge. 
Bilton	  et	  al.:	  By	  considering	  that	  self-­‐motivation	  can	  be	  more	  effective	  and	  productive	  
that	  obligation. 
Bilton	  et	  al.:	  By	  realigning	  the	  human	  resources	  that	  the	  company	  already	  has,	  instead	  
of	  hiring	  when	  filling	  higher	  positions. 
Bilton	   et	   al.:	   By	   speaking	   the	   same	   language	   because	   of	   the	   high	   possibility	   of	  
management	  to	  come	  from	  creative	  professions	  as	  well. 
Yoo	   et	   al.:	   By	   placing	   founders	   or	   partners	   in	   managerial	   roles,	   creating	   more	  
horizontal	  structures. 
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This	  content	  will	  be	  useful	  when	  defining	  the	  questions	  to	  address	  the	  chosen	  subjects	  of	  
analysis.	  The	  following	  point	  will	  describe	  these	  subjects.	  
 
3.1.3. Subjects	  of	  analysis	  
Two	  important	  subjects	  of	  analysis	  can	  be	  inferred	  by	  the	  previous	  literature	  review.	  The	  
first	   ones	   are	   the	   creative	   workers,	   also	   mentioned	   in	   the	   literature	   as	   creative	  
practitioners.	  Several	  authors	   (appendix	  1,	  points	  1.2.3,	  1.3.1	  and	  1.3.2)	  recognise	  these	  
individuals	  as	  a	  valuable	  context	  of	   study	   for	  organisational	  design	  practices,	  along	  with	  
recognising	   their	   capacity	   to	   function	   under	   mix	   thinking	   styles,	   which	   is	   relevant	   to	  
design	   mindset	   thinking.	   In	   addition,	   a	   certain	   design	   attitude	   is	   attributed	   to	   these	  
individuals,	  suggesting	  that	  their	  preferences	  and	  dislikes	  could	  offer	  clues	  about	  certain	  
behaviours	   towards	   specific	   situations	   that	   could	   facilitate	   or	   interfere	   with	   the	  
performance	  of	  the	  design	  mindset	  practices	  within	  organisations.	  
	  
The	  second	  subject	  of	  analysis	  that	  appears	  in	  the	  literature,	  closely	  connected	  to	  the	  first	  
one,	  is	  the	  manager	  in	  the	  Creative	  Industry.	  Here,	  several	  authors	  (see	  appendix	  1,	  points	  
2.3.1,	  2.3.2	  and	  2.3.4)	  appointed	  these	  managers	  as	  a	  vital	  element	  of	  the	  design	  mindset	  
organisational	   structure.	   The	   main	   reason	   argued,	   is	   related	   to	   the	   high	   levels	   of	  
complexity	   that	   the	   flexible	  models	   this	   industry	   use,	   due	   to	   the	   dynamic	   rhythm	   that	  
iteration	  generates	  and	  also,	  for	  constantly	  balancing	  the	  mixed	  processes	  of	  analytic	  and	  
synthetic	  thinking.	  The	  latter	  makes	  these	  managers	  indispensable	  for	  organising	  all	  these	  
complex	  variants	  and	  therefore,	  a	  key	  element	  of	  the	  design	  mindset	  processes.	  
	  
Both	  subjects	  can	  provide	  relevant	   insights	  about	  organisational	  practices	  related	  to	  the	  
design	  mindset,	   presenting	  pragmatic	   proof	   about	   possible	   boosters	   and	   inhibitors	   that	  
can	  later	  be	  analysed,	  to	  finally	  determine	  a	  cohesive	  set	  of	  guidelines	  that	  organisations	  
could	  adapt	  to	  the	  specificities	  of	  their	  own	  contexts.	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3.1.4. Criteria	  for	  collecting	  data	  	  
Now	   that	   the	   subjects	   of	   analysis	   have	   been	   determined,	   the	   source	   of	   these	   samples	  
needs	   to	   be	   specified.	   For	   the	   creative	  workers,	   designers	   and	   architects	   qualify	   as	   the	  
best	  option,	  after	  being	  described	  in	  the	  literature	  as	  regular	  users	  of	  the	  design	  mindset.	  
For	   this	   purpose,	   professionals	   from	   these	   disciplines	   will	   conform	   the	   creative	  
practitioner	  sample.	  In	  the	  case	  of	  management,	  a	  manager	  from	  an	  organisation	  within	  
the	  Creative	  Industry	  will	  be	  analysed.	  The	  criteria	  for	  choosing	  the	  organisation	  that	  will	  
serve	  as	  a	  case	  study	  are	  the	  following:	  
-­‐	  	  A	  company	  that	  belongs	  to	  the	  Creative	  Industry.	  	  
-­‐	   An	   organisation	   that	   has	   incorporated	   the	   design	  mindset	   within	   their	   organisational	  
structure.	  	  
-­‐	  A	  company	  that	  has	  grown	  over	  time,	  meaning	  that	  the	  design	  mindset	  used	  could	  be	  
followed	  up	  and	   traced	  back	   to	   specific	  patterns	  of	  actions,	  which	  can	  help	   identify	   the	  
factors,	  this	  research	  is	  looking	  for.	  
	  
After	  the	  sources	  of	  the	  samples	  have	  been	  specified,	  the	  following	  criteria	  will	  be	  applied	  
to	  each	  subject	  of	  analysis:	  
-­‐	   	  Regarding	  the	  creative	  workers,	  the	  focus	  will	  be	  on	  opinions,	  perceptions,	  motivators	  
and	  demotivating	  elements	  that	  might	  affect	  their	  performance.	  
-­‐	   Regarding	   the	   manager,	   the	   focus	   will	   be	   on	   information	   about	   the	   organisational	  
structure	  of	  the	  company,	  operations,	  culture	  and	  relationship	  with	  employees.	  
	  
These	  last	  criteria	  will	  direct	  2	  different	  approaches	  that	  will	  allow	  obtaining	  insights	  from	  
both	  the	  design	  mindset	  organisational	  structure,	  along	  with	  a	  complementary	  subjective	  
view	  about	  its	  functioning	  through	  the	  individuals	  that	  work	  under	  this	  structure.	  
	  
The	  following	  point	  will	  describe	  the	  research	  methods	  employed	  to	  address	  the	  research	  
question	  and	  subjects	  of	  analysis	  within	  the	  criteria	  before	  described.	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3.2. Research	  methods	  
With	   the	   purpose	   of	   understanding	  what	   is	   the	   design	  mindset	   and	   its	   role	  within	   the	  
Creative	   Industry,	   to	   identify	   factors	   that	   influence	   the	   effectiveness	   of	   this	   mindset	  
within	  this	  industry,	  a	  literature	  review	  was	  conducted	  to	  set	  context	  on	  the	  topic	  and	  to	  
extract	   key	   concepts	   that	   can	   guide	   the	   data	   collection	   phase.	   Later,	   a	   short	   semi-­‐
structured	  in-­‐depth	  interview	  with	  the	  subject	  of	  analysis	  corresponding	  to	  a	  manager	  of	  
the	   Creative	   Industry,	   will	   be	   carried	   out,	   from	   which	   a	   database	   with	   empirical	  
information	   that	   can	   complement	   the	   theoretical	   data,	   will	   be	   gathered	   and	   used	   to	  
develop	  a	  10	  question	   survey.	   Then,	   this	   10-­‐question	   survey	  will	   address	   the	   subject	  of	  
analysis	  corresponding	  to	  the	  creative	  workers.	  
	  
The	  next	  points	  will	  explain	  the	  logic	  in	  the	  choosing	  of	  these	  particular	  methods,	  together	  
with	  describing	  its	  planning	  and	  execution,	  while	  the	  collected	  data	  from	  these	  research	  
methods	  will	  be	  presented	  and	  analysed	  in	  chapter	  IV.	  
 
3.2.1. Literature	  review	  
The	  literature	  review	  in	  chapters	  I	  and	  II	  presented	  insights	  about	  main	  characteristics	  of	  
design	   and	   the	   design	   mindset,	   which	   will	   be	   taken	   here	   to	   elaborate	   a	   theoretical	  
framework,	   that	   can	   provide	   answers	   from	   the	   subjects	   of	   analysis	   mentioned	   in	   the	  
previous	  point.	  
For	  this	  purpose,	  a	  table	  of	  the	  literature	  reviewed	  in	  chapters	  I	  and	  II	  was	  developed,	  by	  
organising	  a	  holistic	  view	  of	  key	  concepts	  and	  ideas	  found	  in	  the	  literature	  (complete	  table	  
in	  appendix	  1).	  The	   latter	  helped	  to	  conceptualise	  the	   information,	   identifying	  key	   ideas	  
and	  its	  relations	  between	  the	  different	  authors.	  Consequently,	  6	  main	  sections	  related	  to	  
relevant	   topics	   linked	   to	   the	   design	   mindset	   in	   organisational	   environments	   were	  
presented,	  each	  one	  divided	  into	  sub-­‐sections	  containing	  principal	  ideas	  most	  relevant	  for	  
each	  section.	  The	  following	  table	  illustrates	  how	  this	  information	  was	  organised.	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Table	  3:	  Literature	  review	  key	  ideas	  table.	  
Main	  topics Subsection	  of	  key	  ideas	   
DESIGN	   
Design	  as	  a	  dynamic	  process 
Creativity	  as	  a	  catalyst	  for	  design 
Incorporating	  uncertainty	  into	  the	  design	  strategy 
Viability,	  feasibility,	  desirability 





Scientific	  and	  pragmatic	  approach 
Reliability	  and	  validity 
Balance	  between	  exploitation	  and	  exploration 
Structure	  v/s	  agency 
Design	  knowledge	  development 
Design	  gestalt 




PROBLEM	  SOLVING	   
Design	  in	  problem	  solving 
















Starting	  point	  from	  possibilities	  not	  constraints 
Can	  drive	  innovation	  and	  growth	  in	  an	  organisation 





Shift	  from	  action	  to	  defining	  new	  courses	  of	  action 
Managers	  coping	  with	  uncertainty 
Managers	  becoming	  reflective	  practitioners 
Hesitation	  can	  be	  better	  than	  just	  reacting	  automatically 
Management	  challenges 
The	  importance	  of	  the	  managerial	  discourse 
	  
	  
These	   sections	   and	   sub-­‐sections	   helped	   discriminate	   the	   whole	   pool	   of	   information	  
gathered	  from	  the	  literature	  review,	  allowing	  to	  prioritise	  the	  most	  relevant	  data	  to	  tailor	  
the	  questions	  of	  the	  semi-­‐structured	  interview	  that	  will	  be	  described	  in	  the	  next	  point.	  
 
3.2.2. Semi-­‐structured	  in-­‐depth	  interview	  
Hereafter,	  an	   interview	  plan	   (appendix	  2)	   through	  a	   set	  of	  questions	  was	   formulated	   to	  
compile	   semi-­‐structured	   interview	   to	   be	   responded	   by	   the	   Managing	   Director	   of	   the	  
design	  company	  Studio	  Output,	  Michelle	   Jamieson.	  The	  questionnaire	  was	  composed	  of	  
13	  main	  questions	  and	  20	  additional	  questions	  to	  deepen	  into	  the	  interviewee’s	  answers.	  
These	  questions	  were	  drawn	  over	  the	  concepts	  and	  principal	   ideas	  presented	  in	  table	  3.	  
Also,	   5	   clarifying	   questions	   were	   included	   to	   help	   specifying	   and	   extracting	   the	   most	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Before	  the	   interview,	  two	  sets	  of	  documents	  were	  sent	  to	  the	   interviewee,	  according	  to	  
the	   Nottingham	   University	   Business	   School’s	   Research	   Ethics	   Committee	   requirements.	  
These	   documents	   were,	   the	   “Information	   for	   Participants	   Sheet”	   that	   provided	   an	  
overview	   of	   the	   goals	   and	   basic	   information	   about	   the	   research	   and	   the	   “Participant’s	  
Consent	  Form”,	  both	  approved	  and	  signed	  by	  the	  interviewee	  at	  the	  moment	  of	  beginning	  
the	  interview	  (these	  documents	  can	  be	  found	  in	  appendix	  9).	  
	  
The	   interview	  took	  place	  at	  Studio	  Output’s	  meeting	   room	  at	   the	  Nottingham	  offices;	   it	  
lasted	  55	  minutes	   and	  was	   recorded	  with	   the	  permission	  of	   the	   interviewee.	  After,	   the	  
conversation	   was	   transcribed	   and	   sent	   to	   the	   interviewee	   for	   final	   approval	   (complete	  
interview	   transcripts	   in	   appendix	   4).	   Later,	   a	   table	   of	   16	   main	   topics	   was	   tailored,	  
arranging	  the	  collected	  data	  into	  modules,	  according	  to	  the	  most	  relevant	  topics	  covered	  
in	   the	   interview	   (complete	   table	   in	   appendix	   5).	   Then,	   the	  main	   ideas	   related	   to	   these	  
topics	  were	  divided	  and	  added	  into	  these	  modules	  to	  have	  a	  complete	  overview	  of	  all	  the	  
responses.	  
	  
Finally,	  key	  concepts	  were	  extracted	  from	  each	  one	  of	  the	  modules,	  tracing	  back	  the	  most	  
recurrent	  in	  the	  interviewee	  responses,	  assuming	  that	  the	  ones	  that	  came	  up	  more	  could	  
be	  the	  most	  relevant	  that	  could	  help	  define	  the	  factors	  that	  are	  being	  sought	  (complete	  
concepts	  in	  table	  5	  in	  chapter	  IV,	  point	  4.1.1).	  
 
3.2.3. Online	  surveys	  
Starting	  from	  the	  key	  concepts	  found	  in	  the	  previous	  point,	  10	  questions	  were	  developed	  
to	   address	   the	   subject	   of	   analysis	   of	   the	   creative	  worker.	   The	   goal	   of	   this	   survey	   is	   to	  
collect	   empirical	   and	   more	   subjective	   data	   about	   how	   these	   practitioners	   perceive,	  
manage	  and	  are	  motivated	  or	  discouraged	  by	  elements	  belonging	  to	  the	  design	  mindset	  
process.	   The	   latter	   will	   draw	   on	   the	   before	   reviewed	   topics	   of	   organisational	   design,	  
management,	  teamwork	  and	  workplace	  culture.	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These	   will	   complement	   the	   structural	   and	   operational	   data	   gathered	   in	   the	   in-­‐depth	  
interview,	  by	  adding	   insights	  about	   softer	  aspects	  of	   the	  design	  mindset.	  Consequently,	  
the	  enablers	  and	  barriers	  for	  the	  effectiveness	  of	  the	  design	  mindset	  that	  this	  research	  is	  
searching,	   might	   start	   to	   surface	   through	   this	   pragmatic	   understanding	   about	   this	  
mindset’s	  dynamics,	  priorities	  and	  creative	  practitioner’s	  attitude.	  
	  
Because	  the	  goal	  of	  this	  data	  collection	  is	  to	  have	  the	  most	  universal	  views	  possible	  from	  
the	  creative	  practitioners	   surveyed,	  3	  different	  groups	  were	  chosen,	  which	  will	   respond	  
the	  same	  survey.	  The	  latter	  can	  help	  identify	  the	  most	  relevant	  design	  mindset	  elements	  
by	  showing	  responses	  that	  match	  between	  these	  groups,	  beyond	  their	  own	  particularities.	  
	  
The	  criteria	  used	  for	  choosing	  the	  sample	  was:	  women	  and	  men,	  designers	  and	  architects	  
that	  are	  actively	  working	  either	   independently	  or	  within	  an	  organisation,	   from	  different	  
ages,	  countries	  and	  cultures.	  The	  group	  samples	  were	  established	  as	  the	  following:	  
	  
Table	  4:	  Online	  survey	  sample	  table.	  
Sample	  1:	  Graphic	  and	  Industrial	  Designers 
30	  respondents 
Male	  and	  female 
Ages	  between	  25	  and	  35 
From	  Chile,	  Argentina	  and	  Mexico 
Sample	  2:	  Architects 
10	  respondents 
Male	  and	  female 
Ages	  between	  25	  and	  35 
From	  Chile 
	  	  	  	  	  	  	  	  	  	  
	  	  Sample	  3:	  Senior	  Designers	  and	  Architects 
 
5	  respondents 
Male	  and	  female 
Ages	  between	  45	  and	  55 
From	  Chile	  and	  Argentina 
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The	   survey	   was	   developed	   in	   the	   online	   platform	   Survey	  Monkey	   and	   was	   carried	   out	  
online.	  The	  surveys	  where	  translated	  to	  Spanish	  language	  due	  that	  all	  respondents	  were	  
Spanish-­‐speaking	  natives.	  The	  respondents	  were	  approached	  by	  email,	  where	  a	  link	  to	  the	  
survey	  was	  included,	  along	  with	  the	  “Information	  for	  Participants”	  document	  required	  by	  
the	  Nottingham	  University	  Business	  School’s	  Research	  Ethics	  Committee	   (this	  document	  
can	  be	  found	  in	  appendix	  9).	  
 
3.3. Case	  study:	  Studio	  Output	  
Design	   organisation	   Studio	  Output	  was	   chosen	   as	   the	   case	   study	   for	   this	   research.	   The	  
organisation	  was	  selected	   for	  complying	  with	   the	  criteria	  established	   in	  point	  3.1.4.	  The	  
following	  points	  will	  show	  a	  brief	  overview	  of	  the	  company.	  
 
3.3.1. Brief	  summary	  of	  the	  company	  
Studio	   Output	   is	   a	   design	   agency	   considered	   a	   highly	   creative	   agency,	   due	   to	   their	  
constant	  innovative	  spirit.	  This	  is	  an	  ambitious	  company,	  which	  from	  the	  beginning	  set	  the	  
goal	  to	  be	  at	  London	  standards	  and	  to	  compete	  with	  bigger	  and	  successful	  agencies.	  Their	  
goal	  is	  to	  provide	  good	  and	  accessible	  design	  for	  a	  wide	  audience,	  which	  have	  influenced	  
several	  changes	  in	  their	  structure.	  In	  the	  following	  point,	  this	  structure	  will	  be	  mentioned,	  
along	  with	  the	  company’s	  growth	  over	  time.	  
 
3.3.2. Growth	  over	  time	  
The	   company	   has	   experienced	   steady	   organic	   growth	   over	   the	   years.	   As	   shown	   in	   the	  
graph	  below,	  in	  the	  13	  years	  the	  company	  have	  been	  active;	  it	  has	  managed	  to	  go	  from	  0	  
to	  40	  employees	  and	  opened	  3	  additional	  studios	  to	  the	  original	  one	  based	  in	  Nottingham.	  
The	   company	  has	  also	   internationalised,	  opening	  one	  of	   these	   studios	   in	  China	  and	  will	  
soon	  open	  another	  one	  in	  the	  United	  States.	  However,	  the	  only	  factor	  that	  has	  not	  varied	  
is	  the	  number	  of	  partners,	  which	  remain	  the	  same	  since	  the	  organisation	  started	  in	  2002.	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Figure	  1:	  Studio	  Output	  growth	  chart	  2002-­‐2014.	  
 
 
3.3.3. Values	  and	  culture	  
Firstly,	   it	   can	  be	   said	   that	   there	  are	   some	  shared	  characteristics	  present	   in	   the	  Creative	  
Industry’s	  culture,	  which	  are	  directly	  connected	  to	  the	  creative	  process,	  stated	  above	  as	  
essentially	   collective	   (Bilton,	  Chris	  2006)	  and	  not	  dependant	  on	   the	   individual	   skills	  of	  a	  
particular	  employee.	  	  
	  
The	   previous	   statement	   has	   influenced	   the	   culture	   of	   this	   industry,	   by	   highlighting	   the	  
vital	  role	  of	  human	  relations	  as	  a	  facilitator	  for	  better	  communication	  and	  consequently,	  a	  
direct	  collaborator	   for	  building	  cohesive	  bonds	  that	  enable	  better	  work.	  Consistent	  with	  
this,	   Studio	   Output	   embraces	   a	   spirit	   of	   “creating	   something	   together”(Studio	   Output	  
2013)	  but	  fostering	  an	  environment	  of	  openness	  and	  fulfilment	  with	  an	  anti-­‐ego	  attitude,	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4. Chapter	  IV	  –	  Collected	  data	  presentation	  and	  analysis	  
In	  the	  following	  chapter,	  the	  data	  collected	  by	  the	  research	  methods	  described	  above	  will	  
be	  presented	  and	  analysed.	  This	   chapter	  will	   end	  with	   the	  presentation	  of	   the	  enablers	  
and	  barriers	  discovered	  in	  this	  research,	  as	  a	  suggestion	  for	  the	  effective	  use	  of	  the	  design	  
mindset	  in	  an	  organisation	  within	  the	  Creative	  Industry.	  	  
 
4.1. Presentation	  of	  the	  collected	  data	  
As	   mentioned	   earlier,	   two	   research	   methods	   were	   employed	   to	   carry	   out	   the	   data	  
collection	  for	  this	  research.	  Both	  methods,	  already	  described	  and	  justified	  in	  the	  previous	  
chapter	  will	  show	  below	  the	  obtained	  results.	  
 
4.1.1. Semi-­‐structured	  in-­‐depth	  interview	  
At	   point	   3.2.2	   the	   process	   of	   the	   data	   collection	   through	   a	   semi-­‐structured	   in-­‐depth	  
interview,	  described	  how	  the	   information	  obtained	  was	  organised	   in	  a	  set	  of	  topics	  that	  
divided	  the	  interviewee	  responses	  into	  16	  modules.	  The	  topics	  were	  selected	  according	  to	  
the	  most	  relevant	  issues	  covered	  in	  the	  interview.	  To	  continue,	  a	  brief	  summary	  of	  these	  
main	  16	   topics	  will	   be	  presented	   in	   the	   following	   list	   (complete	  data	   collection	   table	   in	  
appendix	  5):	  
	  
a.	  Business	   structure:	   the	  design	  agency	   is	   composed	  of	  3	  different	   studios,	   functioning	  
independently	   but	   sharing	   the	   staff.	   Over	   time,	   the	   company	   has	   been	   subject	   to	  
periodical	   structural	   changes.	   For	   instance,	   2	   years	   ago	   they	   expanded	   to	  digital	   design	  
and	  1	  year	  ago	  acquired	  a	  motion	  graphics	  company.	  In	  addition,	  1	  year	  ago,	  the	  company	  
expanded	  to	  China,	  by	  generating	  a	  partnership	  with	  a	  motion	  graphic	  Chinese	  company.	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b.	  Operations:	  the	  company	  requires	  a	  lot	  of	  planning	  when	  modifying	  their	  structure	  due	  
to	  growth.	   In	  Studio	  Output,	  the	  creative	  employees	  work	   in	  flexible	  teams	  according	  to	  
the	  specific	  needs	  of	  each	  company	  and	  project.	  Here,	  management	  spends	  a	  fair	  amount	  
of	  time	  synchronizing	  the	  work	  to	  avoid	  overlapping	  in	  between	  studios.	   	  
	  
c.	   Management:	   Their	   principal	   role	   is	   facing	   clients,	   business	   development	   and	  
overseeing	  the	  creative	  staff.	  	  Managers	  need	  to	  be	  flexible	  and	  adapt	  to	  the	  needs	  of	  the	  
company.	  Also	   they	   require	   lots	   of	   training	   if	   changing	   roles,	  where	   it	   is	   imperative	   for	  
them	  to	  understand	  the	  whole	  landscape	  on	  running	  the	  business.	  In	  addition,	  they	  have	  
to	  respect	  and	  work	  towards	  the	  company	  culture.	  There	  are	  managers	  with	  and	  without	  
creative	  backgrounds,	  in	  this	  sense;	  it	  is	  easier	  for	  managers	  with	  a	  creative	  understanding	  
to	  relate	  to	  the	  specific	  needs	  of	  the	  work	  and	  to	  move	  up	   in	  the	  organisational	   ladder.	  
Also,	   managers	   from	   creative	   backgrounds	   show	   better	   communication	   skills	   and	  
therefore,	  communicate	  better	  with	  professionals	  with	  or	  without	  creative	  backgrounds.	  
	  
d.	  Growth:	   The	  Company’s	   growth	  has	   been	  periodical	   and	   incremental,	   peaking	   in	   the	  
last	   4	   years,	   where	   it	   went	   from	   a	   staff	   of	   18	   to	   45	   employees	   and	   added	   additional	  
studios.	   This	   growth	   was	   difficult	   to	   achieve	   because	   of	   the	   need	   of	   constant	  
restructuring.	   The	   latter	   has	   had	   an	   impact	   on	   the	   existing	   business	   models	   of	   the	  
organisation,	  which	  had	  to	  be	  evaluated	  over	  time.	  Identifying	  opportunities	  and	  pursuing	  
them	  in	  a	  very	  professional	  way,	  is	  how	  the	  company	  has	  achieved	  growth.	  
	  
e.	   Business	   models:	   There	   is	   a	   mix	   of	   business	   models	   across	   the	   studios	   of	   this	  
organisation,	  making	  the	  studio	  in	  Nottingham	  different	  from	  the	  London	  studio.	  The	  first	  
one	  is	  more	  profitable	  because	  of	  an	  existing	  database,	  which	  allows	  a	  closer	  relationship	  
with	  clients,	  by	   targeting	   long-­‐term	  clients	   that	  are	   in	  need	   for	  ongoing	  work.	  Whereas,	  
the	  London	  studio	  is	  inserted	  in	  a	  higher	  competitive	  context,	  targeting	  higher	  paying,	  but	  
shorter	   life	   spans	   projects,	   facing	   more	   volatile	   landscape	   regarding	   where	   the	   work	  
comes	   from.	  The	  company	  changed	   from	  externalising	  work	   to	   incorporating	  new	  areas	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into	  the	  business	  by	  acquiring	  new	  companies.	  They	  have	  also	   internationalised	  through	  
an	  established	  digital	  company	  in	  China	  and	  are	   in	  the	  process	  of	  doing	  the	  same	  in	  the	  
United	  States.	  
	  
f.	  Company	  culture:	  The	  company	  places	  work-­‐life	  balance	  as	  a	  priority,	  but	  at	  the	  same	  
time	   it	   is	   ambitious	   and	   innovative.	   The	   partners	   and	   senior	   members	   transmit	   these	  
values	  by	  giving	  an	  example	  in	  the	  company.	  	  People	  tend	  to	  stay	  more	  time	  in	  the	  studio	  
because	  of	  an	  in-­‐house	  promotion	  policy	  when	  filling	  higher	  positions,	  which	  generates	  an	  
atmosphere	   of	   familiarity.	   The	   organisation	   also	   offers	   trips	   and	   other	   team	   building	  
activities,	  showing	  an	   interest	   in	  building	  cohesive	  working	  teams.	  This	  also	  responds	  to	  
the	  high-­‐pressure	  work	  rhythm,	  due	  to	  the	  tight	  deadlines	  that	  are	  characteristic	  of	   this	  
industry,	  which	  the	  company	  tries	  to	  balance	  with	  these	  last	  benefits.	  
	  
g.	  Creativity:	  The	  company	  considers	  itself	  as	  one	  of	  the	  most	  creative	  agencies,	  due	  to	  its	  
nature,	  the	  projects	  they	  undertake	  and	  the	  way	  they	  are	  always	  looking	  to	  improve	  their	  
processes.	   They	   are	   creative	   in	   terms	   of	   work	   dynamics,	   by	   tailoring	   every	   project	  
depending	   on	   its	   characteristics	   and	   needs.	   They	   also	   use	   creative	   methods	   like	  
brainstorming	   as	   kick-­‐start	   sessions	   when	   approaching	   new	   projects,	   along	   with	  
presentations	  and	  discussions	  where	  all	  members	  of	  the	  team	  are	  expected	  to	  participate	  
in	  a	  creative	  manner.	  	  
	  
h.	   Competitive	   advantage:	   The	   Nottingham	   studio	   has	   a	   solid	   relationship	   with	   clients,	  
which	   guarantee	   a	   fluid	   amount	   of	   work	   coming	   in,	   whereas	   the	   London	   studio’s	  
advantage	   is	   its	   location	   and	   the	   fact	   that	   it	   is	   considered	   a	   premium	   agency.	   All	   the	  
companies	   of	   Studio	   Output	   have	   a	   reputation	   for	   being	   highly	   creative	   and	   a	   critical	  
resource	   for	   projects,	   because	   it	   can	  work	   as	   an	   advertising	   agency,	   but	   is	   also	   able	   to	  
produce	   marketing	   strategies	   as	   well.	   In	   addition,	   the	   permanent	   self-­‐evaluation	   and	  
implementation	   of	   new	   procedures	   has	   ensured	   continual	   growth	   and	   shown	   to	   be	  
effective	  in	  maintaining	  quality	  over	  time.	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i.	   Project	  management:	   Project	  managers	   allocate	   the	   people	   and	   the	   time	   to	  work	   on	  
each	  project.	  The	  number	  of	  people	  involved	  in	  a	  project	  will	  be	  dependent	  on	  the	  scale	  
of	   each	  project.	  A	  Head	  of	  Production	  based	   in	   London,	  oversees	   that	   all	   resources	  are	  
well	   distributed	   and	   not	   overlapping.	   At	   Studio	   Output,	   managers	   and	   designers	   work	  
together	  on	  a	  project	  through	  a	  system	  called	  POTS,	  this	  is	  a	  flexible	  system	  that	  adapts	  to	  
the	  specificities	  of	  every	  project.	  
	  
j.	  Team	  management:	  Management	  needs	  to	  allocate	  talent	  according	  to	  the	  needs	  and	  
availability	  of	  every	  studio.	  The	  teams	  are	  arranged	  in	  projects	  within	  the	  same	  studio	  or	  
between	   the	   other	   studios.	   It	   is	   usual	   for	   designers	   to	   be	   working	   on	   more	   than	   one	  
project	  at	  the	  time.	  
	  
k.	   DKD:	   The	   Company	   implemented	   POTS	   system,	   which	   was	   brought	   from	   another	  
organisation,	   to	   help	  with	   teamwork	   structure	   and	   dynamics.	   After	   its	   implementation,	  
this	   system	   was	   refined	   and	   adapted	   to	   the	   own	   particular	   needs	   of	   the	   company,	  
developing	  a	  new	  version	  of	  POTS,	  which	  is	  unique	  and	  still	  used	  in	  the	  company.	  
	  
l.	  Recruiting	  and	  retaining	  talent:	  Because	  the	  company	  has	  been	  growing,	  opportunities	  
appear	   for	  employees	   to	  be	  promoted.	  The	   latter	  has	  helped	   the	  organisation	   to	   retain	  
talent.	   There	   are	   other	   benefits	   like	   working	   with	   interesting	   clients	   that	  motivate	   the	  
designers.	   Working	   with	   important	   clients	   that	   will	   guarantee	   high	   exposure	   to	   the	  
designer’s	  work,	  serves	  also	  as	  incentive	  to	  stay	  in	  the	  company.	  Recruiting	  designers	  are	  
more	   difficult	   for	   the	   Nottingham	   studio	   rather	   than	   in	   the	   London	   studio,	   due	   that	  
usually	  designers	  prefer	  to	  live	  in	  the	  city.	  
	  
m.	  Challenges	  of	   the	  Creative	   Industry:	   The	  main	   challenge	  was	  appointed	  as	  economic	  
issues.	  The	  Creative	  Industry	  was	  highly	  affected	  by	  the	  recession,	  which	  led	  clients	  to	  cut	  
marketing	   budgets	   instead	   of	   making	   more	   efforts	   to	   increase	   their	   sales	   volume	   by	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boosting	  this	  area.	  Another	  challenge	  is	  that	  clients	  are	  asking	  more	  out	  of	  their	  money,	  
wanting	  to	  pay	  less	  for	  more	  work.	  	  
	  
n.	  Challenges	  within	  the	  company:	  There	  are	  several	  challenges	  within	  this	  organisation,	  
the	  main	   ones	   are,	   the	   constant	   internal	   configuration	   due	   to	   its	   growth	   and	   the	   long	  
distance	  work	   between	   the	   different	   studios,	   particularly	  with	   the	   China	   studio.	   This	   is	  
due	   to	   the	   time	   difference	   and	   cultural	   issues	   like	  working	   longer	   hour	   shifts	   in	   China.	  
Dealing	   with	   long	   distance	   work	   is	   particularly	   challenging	   in	   creative	   environments,	  
where	   the	   work	   highly	   benefits	   from	   having	   face-­‐to-­‐face	   discussions.	   In	   addition,	   as	  
mentioned	  above,	  Nottingham	  studio	  struggles	  with	  recruiting	  talent	  with	  particular	  skills	  
for	  niche	  projects,	  because	  of	  the	  designer’s	  preference	  to	  be	  based	  in	  London.	  
	  
In	  the	   last	  2	  points,	  how	  the	  organisation	  copes	  with	  these	  and	  other	  challenges	  will	  be	  
addressed.	   In	  addition,	  external	  ways	  of	  coping	  with	  the	  challenges	  at	  different	   levels	  of	  
the	   organisation,	   like	   creating	   a	   network	   of	   support	   outside	   of	   the	   company,	   will	   be	  
described	  in	  the	  last	  point.	  
	  
o.	  Coping	  with	  challenges:	  
The	  several	  ways	  in	  which	  Studio	  Output	  copes	  with	  the	  various	  challenges	  is	  listed	  below:	  
	  
Clients:	  
-­‐	  Refining	  client	  targeting	  towards	  clients	  that	  can	  bring	  in	  ongoing	  work.	  	  
-­‐	  Working	  hard	  to	  build	  strong	  bonds	  with	  clients,	  by	  developing	  a	  relationship	  based	  on	  
trust	  that	  will	  guarantee	  their	  loyalty	  to	  the	  company.	  	  
-­‐	  Having	  a	  policy	  of	  transparency,	  that	  breaks	  down	  all	  the	  costs	  involved	  in	  the	  projects.	  
-­‐	   Providing	   client’s	   workshops,	   getting	   the	   client,	   interested	   stakeholders	   and	   team	  
together	  in	  a	  room,	  to	  discuss	  the	  project	  with	  the	  goal	  of	  understanding	  the	  problem	  and	  
business	  landscape	  better.	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Growth:	  
-­‐	  Being	  aware	  of	  new	  opportunities	  and	  markets,	  like	  expanding	  to	  China	  and	  the	  US.	  
-­‐	  Expanding	  their	  line	  of	  services	  by	  developing	  a	  new	  digital	  area,	  that	  widens	  their	  scope	  
of	  action	  allowing	  them	  to	  offer	  a	  more	  complete	  line	  of	  services.	  
	  
Internal	  processes:	  
-­‐	  Always	  working	  towards	  improving	  efficiency.	  	  
-­‐	  In	  relation	  to	  the	  new	  digital	  area	  the	  Studio	  Output	  incorporated,	  the	  studio	  managed	  
the	  extra	  time	  demanded	  by	  this	  area,	  by	  turning	  it	  into	  a	  new	  product	  that	  the	  company	  
now	  sells	  and	  profits	  from.	  	  
	  
Company’s	  culture:	  
-­‐	  Protecting	  their	  culture,	  by	  making	  commercial	  decisions	  of	  refusing	  to	  work	  with	  clients	  
that	  can	  contradict	  their	  values.	  This	  is	  also	  why	  the	  organisation	  is	  careful	  when	  targeting	  
clients,	  due	  to	  the	  effect	  they	  might	  have	  on	  the	  brand,	  image	  and	  working	  climate.	  	  
-­‐	  Due	   to	   the	  pressure	  of	   constantly	   dealing	  with	   tight	   deadlines,	   the	   company	  provides	  
time-­‐off	  by	  giving	  more	  vacation	  days	  than	  regular	  standards	  require.	  
-­‐	   For	   team	   building	   purposes,	   the	   company	   has	   installed	   an	   “away	   day”	   every	   year,	  
treating	  all	  employees	  from	  all	  the	  studios	  to	  an	  all-­‐paid-­‐for	  company	  trip.	  
	  
Recruiting	  and	  retaining	  talent:	  
-­‐	  To	  be	  able	  to	  recruit	  talent	  for	  Nottingham	  studio,	  sometimes	  they	  compromise	  to	  base	  
the	  designers	  in	  London	  and	  work	  long	  distance.	  	  
-­‐	   In	   terms	  of	   retaining	   talent,	   the	   company	   looks	   to	  understand	  what	  drives	   their	  work	  
force	   and	   implement	   incentives	   accordingly.	   The	   company	   considers	   that	   designers	   are	  
less	   financial	  motivated	   than	   other	   higher	   positions	   of	   the	   organisation.	   For	   them,	   the	  
satisfaction	  of	  challenging	  projects,	  giving	  high	  exposure	  to	  their	  work	  and	  other	  benefits	  
the	  clients	  can	  provide,	  are	  considered	  as	  a	  better	  incentive	  than	  money.	  Whereas,	  other	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employees	   not	   connected	   with	   creative	   work,	   appreciate	   more	   financial	   related	  
incentives,	  like	  bonuses.	  	  
	  
p.	   External	   support:	   Management	   in	   this	   company	   takes	   external	   courses	   related	   to	  
growth	   when	   needed.	   They	   also	   do	   training	   for	   managers	   with	   external	   mentors	   and	  
business	   consultants,	   owners	   of	   successful	   businesses	   or	   with	   training	   in	   business	  
management.	  Mentors	  with	  experience	  in	  the	  Creative	  Industry	  are	  also	  consulted,	  which	  
might	   have	   creative	   backgrounds,	   but	   not	   necessarily	   in	   experience	   in	   agencies.	   Also,	  
consultants	   with	   general	   business	   background,	   which	   understands	   how	   to	   grow	   a	  
business,	  regardless	  of	  the	  industry,	  and	  other	  consultants	  with	  experience	  on	  running	  an	  
agency,	   understanding	   the	   constraints	   of	   the	   industry,	   are	   also	   part	   of	   this	   network.	  
Finally,	  an	  HR	  mentor	  for	  personal	  development	  complements	  the	  previous	  by	  providing	  
guidance	  on	  workforce	  issues.	  
	  
All	   the	   before	   mentioned,	   either	   involve	   at	   some	   extent	   the	   participation	   of	   the	  
company’s	  workforce	  or	  affect	  them	  directly.	  Because	  of	  the	   latter,	  these	  collected	  data	  
helps	   understanding	   not	   only	   isolated	   roles	   of	   management	   and	   the	   functioning	   of	   an	  
organisation	  within	  the	  Creative	  Industry,	  but	  also	  how	  its	  structure	  and	  practices,	  relate	  
to	  the	  creative	  employee.	  
	  
As	  stated	  in	  previous	  point	  3.2.2,	  key	  concepts	  were	  extracted	  from	  each	  topic’s	  module	  
(appendix	  5),	  to	   identify	  the	  most	  relevant	  ones	   in	  the	   interviewee	  responses.	  Here,	  the	  
criteria	   were	   to	   group	   and	   catalogue	   them	   by	   the	   number	   of	   times	   each	   concept	  
appeared.	   This	   new	   information	  was	   used	   to	   develop	   a	   conceptual	   frame	   to	   guide	   the	  
next	   step	   of	   the	   research,	   which	   is	   to	   create	   a	   survey	   for	   professionals	   belonging	   to	  
creative	  disciplines.	  The	  table	  bellows	  show	  the	  scores	  of	  the	  concepts,	  starting	  from	  2	  to	  
11	  repetitions.	  For	  the	  purpose	  of	  this	  research,	  the	  highest	  scores	  will	  be	  considered	  as	  
the	  most	  relevant	  issues	  to	  include	  when	  defining	  the	  questions	  of	  the	  survey	  and	  later	  in	  
the	  analysis	  phase.	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Table	  5:	  Key	  concepts	  extracted	  from	  short	  in-­‐depth	  semi-­‐structured	  interview.	  
2 repetitions 3 repetitions 4 repetitions 6 repetitions 7 repetitions 11 repetitions 
Modular	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The	   following	   graph	   illustrates	   the	   above,	   starting	   from	   4	   repetitions	   to	   11	   narrowing	  
down	  the	  results	  by	  focusing	  on	  the	  most	  relevant	  concepts.	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As	   shown	   on	   figure	   2,	   the	   highest	   scores	   belong	   to	   subjects	   related	   to	   the	   continual	  
restructuring	  of	  the	  organisation	  and	  in	  equal	  level,	  the	  importance	  of	  context.	  Then,	  the	  
complexity	  factor	  and	  the	  flexibility	  needed	  when	  addressing	  any	  kind	  of	  change	  are	  also	  
highly	   ranked.	   Close	   to	   the	   latter,	   the	   growth	   experienced	   by	   the	   company	   and	   the	  
opportunities	  available	  for	  both	  the	  company	  and	  employees	  are	  also	  present,	  along	  with	  
the	  need	  of	  empathy.	  Finally,	   innovation	  and	  creativity	  hold	  the	  last	  two	  lower	  scores	  in	  
the	  graph.	  	  	  
	  
Drawing	  on	  these	  previous	  scores,	   the	  next	  point	  will	  present	  the	  results	   found	  through	  
the	  online	  surveys	  conducted.	  
 
4.1.2. Online	  surveys	  
The	   results	   of	   the	   10	   question	   online	   surveys,	   answered	   by	   the	   creative	   practitioners	  
before	  described	  will	  be	  presented	  below	  (complete	  survey	  questionnaire	  in	  appendix	  7):	  
	  
The	  highest	  percentage	  of	  the	  creative	  professionals	  polled,	  work	  mainly	  in	  design	  studios	  
or	   independently.	  Others	  also	  work	   in	  big	   sized	  companies,	  within	  a	  creative	  division	  of	  
the	  company.	  A	  minimum	  number	  stated	  to	  work	  in	  a	  medium	  sized	  organisation.	  	  
	  
Figure	  3:	  Overall	  results	  of	  online	  survey	  question	  nº1.	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In	  terms	  of	  how	  they	  perceived	  the	  clients,	  a	  very	  high	  percentage	  agreed	  that	  the	  client	  
represents	   a	   valuable	   source	   of	   understanding	   of	   the	   project.	   Only	   a	   lower	   percentage	  
thought	  of	  them	  as	  distant	  of	  the	  design	  process	  and	  an	  even	  lower	  one	  as	  an	  obstacle.	  
	  
Figure	  4:	  Overall	  results	  of	  online	  survey	  question	  nº2.	  
	  
	  
The	  graph	  shows	  that	  the	  most	  valuable	  benefits	  for	  these	  professionals	   is	  working	  with	  
challenging	   clients,	   along	   with	   the	   opportunity	   of	   giving	   high	   exposure	   to	   their	   work.	  
Being	   promoted	   also	   showed	   value	   to	   them	   and	   in	   a	   smaller	   scale	   and	   also	   attending	  
events	  and	  trips.	  The	  lowest	  score	  was	  given	  to	  receiving	  bonuses.	  
	  
Figure	  5:	  Overall	  results	  of	  online	  survey	  question	  nº3.	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Team	  decision	  showed	  to	  be	  a	  decisive	  factor	  when	  determining	  when	  a	  design	  is	  ready.	  
In	  a	  lower	  and	  similar	  scale	  are	  the	  client’s	  decision,	  the	  number	  of	  iterations	  and	  the	  fact	  
that	  a	  design	  is	  never	  complete,	  presenting	  these	  last	  factors	  as	  secondary.	  	  
	  
Figure	  6:	  Overall	  results	  of	  online	  survey	  question	  nº4.	  
	  
	  
According	   to	   the	   results,	   long	  working	   hours	   that	   affect	  work-­‐life	   balance	   and	   financial	  
issues,	   are	   the	   most	   discouraging	   situations	   that	   affect	   performance.	   The	   continual	  
restructuring,	   team	   variations	   and	   client’s	   guidance,	   seem	   to	   be	  manageable	   for	   them.	  
Long	  distance	  work	  modality	  has	  a	  lower	  impact	  in	  their	  work.	  
	  
Figure	  7:	  Overall	  results	  of	  online	  survey	  question	  nº5
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The	   majority	   of	   the	   respondents	   showed	   a	   good	   disposition	   and	   adaptability	   to	  
restructuring	   changes	   the	   organisation	   goes	   through	   due	   to	   growth.	   Only	   a	   small	  
percentage	  believed	  they	  do	  not	  have	  this	  skill.	  
	  




This	   particular	   question	   obtained	   the	   highest	   agreement	   rate,	   where	   87%	   of	   the	  
respondents	  declare	  the	  importance	  of	  having	  challenges	  in	  their	  work.	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This	   question	   shows	   a	   clear	   interest	   from	   the	   respondents	   to	   receive	   recognition	   by	  
obtaining	  a	  higher	  position	  in	  the	  organisation.	  A	  very	  close	  amount	  of	  responses	  showed	  
it	   is	  very	  important	  or	  something	  that	  would	  value.	  A	  very	  low	  percentage	  expressed	  no	  
interest	  on	  being	  promoted.	  
	  
Figure	  10:	  Overall	  results	  of	  online	  survey	  question	  nº8.	  
	  
	  
Here,	  the	  majority	  of	  the	  respondents	  stated	  that	  they	  feel	  identified	  by	  the	  culture	  of	  the	  
organisation	   they	   work	   in.	   Another	   considerable	   percentage	   expressed	   they	   are	   not	  
entirely	  satisfied	  with	   it	  and	  a	   lower	  percentage	  denied	  feeling	   identified	  by	   it.	  Here	  are	  
some	  respondent’s	  justifications	  for	  these	  answers:	  
	  
Positive	  answers:	  
-­‐	  Yes,	  because	  it	  is	  a	  company	  focused	  on	  fulfilling	  the	  dreams	  of	  its	  team.	  	  
	  
Negative	  answers:	  
-­‐	  No,	  because	  I	  am	  not	  motivated	  by	  persuading	  people	  to	  buy	  things	  they	  do	  not	  need.	  I	  
would	  like	  to	  do	  something	  more	  meaningful	  that	  makes	  me	  proud.	  
-­‐	   I	   cannot	   identify	   with	   the	   creative	   processes	   used	   in	   the	   company.	   There	   is	   no	   real	  
awareness	  of	  what	  it	  takes	  a	  creative	  process	  to	  achieve	  good	  results.	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-­‐	  Results	  are	  measured	  and	  done	  based	  on	  metrics,	  which	  ultimately	  makes	  projects	  that	  
are	  more	  mechanical	  than	  innovative.	  	  
-­‐	  No,	  because	  usually	  the	  work	  is	  based	  on	  client’s	  opinions	  and	  not	  on	  the	  insights	  of	  the	  
users,	  which	  constantly	  leads	  to	  making	  mistakes.	  	  
-­‐	  No,	  because	  they	  are	  too	  traditional	  and	  afraid	  to	  propose	  or	  adapt	  to	  new	  technologies	  
and	  new	  customer	  trends.	  
	  




The	  graph	  showed	  that	  the	  most	  relevant	  issue	  when	  addressing	  a	  new	  project	  is	  in	  fact	  to	  
have	  a	   thorough	  understanding	  on	  what	   the	  problem	   is.	   Close	   in	   importance,	   are	   team	  
practices	   like	   group	   discussion	   and	   creative	  methods	   like	   brainstorming.	   After	   that,	   the	  
client’s	   perspective	   and	   research	   were	   also	   high	   ranked.	   The	   lowest	   scores	   were	  
attributed	  to	  having	  indiscriminate	  time	  to	  explore	  the	  problem	  and	  lastly,	  working	  alone.	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Figure	  12:	  Overall	  results	  of	  online	  survey	  question	  nº10.	  
	  
	  
In	  the	  next	  point,	  the	  collected	  data	  presented	  in	  points	  4.1.1	  and	  4.1.2	  will	  be	  analysed.	  
4.2. Analysis	  of	  the	  collected	  data	  
Different	   kind	   of	   data	   was	   collected	   from	   the	   research	   methods	   employed.	   Firstly,	  
information	   about	   the	   way	   an	   organisation	   within	   the	   Creative	   Industry	   structures,	  
functions	   and	   interacts	   with	   its	   workforce	   was	   gathered,	   highlighting	   the	   role	   of	  
management.	   Secondly,	   insights	   from	   these	   workers	   were	   collected,	   about	   how	   they	  
relate	   to	   the	   organisational	   design	   and	   practices	   of	   a	   particular	   company	   within	   this	  
industry.	   In	   this	   second	   part,	   the	   creative	   workers	   were	   the	   focus,	   providing	   empirical	  
information	  in	  relation	  to	  what	  personally	  drives	  them	  in	  their	  professional	  life.	  
	  
These	  final	  points	  will	  analyse	  the	  data	  collected	  and	  present	  the	  findings	  of	  the	  research.	  
 
4.2.1. Semi-­‐structured	  in-­‐depth	  interview	  analysis	  
The	  data	  collected	  through	  the	  answers	  of	  Manager	  Director	  Michelle	  Jamieson,	  helped	  to	  
complement	  statements	  previously	  found	  in	  the	  literature	  and	  to	  obtain	  new	  insights	  on	  
how	  an	  organisation	  within	  the	  Creative	  Industry	  works.	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In	  terms	  of	  structure	  and	  business	  model,	   the	  company	  showed	  high	   levels	  of	  openness	  
and	   flexibility	   when	   targeting	   new	   opportunities.	   Taking	   risks	   was	   identified	   as	   an	  
important	   factor	   in	   this	   opportunity	   pursue,	   where	   the	   company	   showed	   a	   clear	   risk-­‐
taking	  attitude	  when	  finding	  new	  promising	  spaces	  to	  expand.	  In	  this	  sense,	  Studio	  Output	  
reflected	  what	  Tom	  and	  David	  Kelly	  (2013)	  referred	  to	  as	  creative	  confidence,	  by	  leaping	  
into	  action	  when	  knowing	  that	  uncertain	  scenarios	  will	  be	  faced.	  	  
	  
Another	   factor	   that	   could	   be	   related	   to	   this	   confidence	   is	   how	   the	   company	  manages	  
complex	  situations.	  Mix	  business	  models	  and	  shared	  employees	  that	  are	  constantly	  being	  
re-­‐configured,	  demonstrate	  how	  the	  organisation	  challenges	  all	  kinds	  of	  stereotypes	  when	  
basing	   important	  decisions	   in	   their	  creative	  confidence.	  Herewith,	  what	  works	   for	  other	  
companies	  within	  the	  industry	  is	  not	  necessarily	  relevant	  for	  this	  organisation,	  but	  rather	  
to	  consider	  the	  specificities	  of	  their	  own	  particular	  context.	  The	  latter	  will	  allow	  them	  to	  
define	  and	  implement	  unique	  structures	  and	  operations,	  which	  collaborate	  to	  transform	  
uncertainty	  from	  a	  liability	  to	  an	  asset.	  
	  
However,	   the	   company	   could	   not	   have	   reached	   the	  highest	   levels	   of	   growth	   it	   has	   had	  
without	  a	   stable	   counterpart,	  due	   that,	   to	   succeed	   in	  uncertain	  grounds	  a	   solid	  base	   to	  
rely	   on	   is	   necessary.	   For	   the	   company,	   its	   operations	   and	  management	   constitute	   this	  
solid	  base.	  In	  terms	  of	  operations,	  the	  company	  has	  stated	  to	  spend	  a	  lot	  of	  time	  planning	  
when	  approaching	  new	  challenges	  and	   in	   terms	  of	  management,	   stating	  how	  managers	  
extensively	  prepare	  through	  external	  courses	  and	  mentoring	  when	  adapting	  to	  new	  roles.	  
The	   latter	   shows,	   how	   this	   organisation	   have	   managed	   to	   find	   balance	   between	   what	  
Martin	  (2009)	  referrers	  to	  as	  reliability	  and	  validity,	  which	  responds	  to	  achieving	  the	  levels	  
of	  certainty	  needed	  to	  manage	  the	  uncertain	  elements	  when	  addressing	  new	  situations.	  	  
In	   addition,	   management	   in	   this	   organisation	   also	   plays	   other	   important	   roles.	   One	   of	  
them	   is	   to	   act	   as	   a	   bridge	   between	   the	   client	   and	   the	   creative	   workers	   while	   working	  
together	  on	  a	  project.	  The	  research	  showed	  this	  seems	  to	  work	  better	  when	  the	  managers	  
have	   a	   thorough	   understanding	   of	   the	   creative	   processes.	   The	   latter	   is	   related	   to	   how	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creative	   professionals	   develop	   skills	   for	   constantly	   balancing	   certainty	   and	   uncertainty.	  
This	   suggests,	   that	   creative	   managers	   might	   be	   able	   to	   include	   this	   ability	   in	   their	  
communication	  skills,	  allowing	  them	  to	  understand	  and	  handle	  complex	  situations	  better.	  
Another	  role	  of	  management	  is	  related	  to	  the	  culture	  of	  the	  company,	  where	  a	  work-­‐life-­‐
balance	   approach	   demands	  more	   horizontal	   ways	   to	   relate	   to	   the	   creative	   employees.	  
Consequently,	  managers	  here	  need	  to	  tailor	  this	  approach,	  in	  accordance	  to	  the	  specifics	  
of	  the	  company’s	  culture,	  values	  and	  needs.	  
	  
In	  addition,	   it	   is	   interesting	  to	  observe	  how	  various	  factors	  meet	  to	  shape	  this	  work-­‐life-­‐
balance	   culture.	   Firstly,	   the	   series	   of	   benefits	   that	   directly	   affect	   the	   relation	   between	  
employees	  and	  the	  company	  have	  proven	  to	  have	  an	   impact	   in	  this	   issue.	  Secondly,	   the	  
way	  that	  the	  company	  manages	  filling	  higher	  new	  positions,	  which	  incentivise	  employees	  
to	   establish	   longer-­‐term	   bonds	   with	   the	   company,	   that	  might	   in	   turn,	   also	   bring	   other	  
benefits	   such	   as,	   higher	   performance,	   less	   absences	   and	   an	   improved	   attitude	   towards	  
work,	   has	   been	   also	   connected	   to	   the	   company’s	   culture.	   Finally,	   the	   use	   of	   creative	  
methods,	   that	   foster	   dynamics	   in	   harmony	   with	   the	   design	   mindset,	   like	   openness,	  
flexibility	  and	  empathy,	  also	  showed	  to	  contribute	  to	  this	  particular	  issue.	  
 
4.2.2. Online	  surveys	  analysis	  
Firstly,	   it	   is	   relevant	   to	   point	   out	   that	   the	   3	   groups	   surveyed	   showed	   very	   similar	  
responses	  in	  all	  the	  questions,	  suggesting	  that	  the	  issues	  discussed	  were	  able	  to	  trespass	  
context,	   age,	   cultural	   and	   professional	   particularities,	   offering	   shared	   insights	   of	   core	  
believes,	   rather	   than	   random	   personal	   perceptions.	   The	   latter	   helped	   making	   the	  
assumptions	  that	  the	  research	  needed,	  by	  addressing	  these	  professionals	  not	  from	  their	  
particular	  characteristics,	  but	  from	  a	  homogeneous	  group	  perspective.	  
In	   the	   previous	   literature	   review,	   Bilton	   (2006)	   stated	   a	   tendency	   of	   high	   levels	   of	   self-­‐
employment	   in	   this	   industry.	   In	   the	   research,	   the	  majority	  of	   the	   respondent’s	   answers	  
who	   stated	   to	  work	   independently	   supported	   this	   statement.	   This	   fact	  might	   influence	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how	   these	   practitioners	   face	   their	   work	   and	   consequently,	   reflect	   this	   influence	   in	   the	  
answers	  of	  these	  surveys.	  
	  
In	  relation	  to	  the	  prior,	  there	  are	  some	  valuable	  insights	  related	  to	  the	  design	  processes	  in	  
the	  surveys.	  The	  first	  one	  is	  about	  how	  these	  professionals	  perceive	  the	  client,	  where	  the	  
majority	  responded	  they	  were	  a	  valuable	  source	  of	  information	  and	  a	  vital	  element	  when	  
attempting	   solving	   a	   project.	   The	   latter	   is	   related	   to	   the	   high	   importance	   these	  
practitioners	  give	  for	  having	  a	  thorough	  understanding	  of	  the	  problem,	  before	  looking	  for	  
solutions,	  where	  the	  client	  can	  offer	  important	  guidance.	  	  
	  
Other	   insights	   responded	   to	   how	   these	   professionals	   work,	   which	   is	   connected	   to	   the	  
creative	  process	  itself.	  The	  responses	  showed	  the	  high	  importance	  that	  teamwork	  has	  for	  
this	   group.	   According	   to	   the	   literature,	   creativity	   is	   considered	   as	   essentially	   collective	  
(Bilton,	  C.	  and	  Cummings	  2014),	  which	  is	  a	  statement	  the	  respondents	  seem	  to	  agree	  on,	  
by	  giving	  the	  lowest	  score	  to	  working	  alone	  when	  addressing	  a	  new	  project	  and	  by	  stating	  
that	  a	  project	  can	  be	  considered	  as	   finished	  only	  when	  the	   team	  agrees	  on	   it.	  Also,	   the	  
respondents	  ranked	  group	  discussion	  and	  creative	  methodologies	  like	  brainstorm,	  among	  
the	   highest	   scores,	   showing	   that	   Studio	   Output	   practices	   are	   in	   sync	   with	   these	  
professional’s	  expectations	  and	  needs.	  	  
	  
In	  addition,	  according	  to	  the	  set	  of	  incentives	  described	  by	  Studio	  Output	  in	  the	  previous	  
point,	   the	  company	  showed	   to	  have	  a	   clear	  understanding	  of	  what	   their	  workforce	  and	  
the	  creative	  practitioners	  in	  general,	  value	  the	  most.	  Here,	  the	  lowest	  score	  was	  given	  to	  
receiving	  bonuses,	  demonstrating	  that	  this	  particular	  benefit	  is	  not	  the	  principal	  driver	  of	  
these	   professionals.	   Attending	   events	   and	   trips	   provided	   by	   clients	   or	   the	   company,	  
seemed	  to	  have	  some	  value,	  but	  stood	  below	  other	  issues.	  A	  more	  relevant	  issue	  was	  the	  
possibility	   of	   being	   promoted,	   which	   might	   not	   be	   particularly	   because	   of	   the	   money	  
involved	  that	  scored	   low	   in	  the	  above	  but	  rather	  because	  of	  the	  recognition	  for	  doing	  a	  
good	  job	  and	  for	  the	  opportunity	  to	  boost	  a	  professional	  career.	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However,	   there	   are	   two	   issues	   that	   stood	  out	   from	   the	  others,	  which	  are	  working	  with	  
challenging	   clients	   and	   the	   opportunity	   to	   give	   high	   exposure	   to	   the	   work.	   These	  
particular	   factors	   are	   directly	   connected	   to	   this	   practitioner’s	   growth	   mindset,	   which	  
makes	   them	   constantly	   push	   their	   abilities	   through	   the	   challenge	   of	   new	   experiences	  
(Dweck	   2012).	   The	   latter	   also	   shows	   a	   drive	   to	   excel	   and	   to	   obtain	   recognition,	   which	  
reveals	  a	  great	  sense	  of	  self-­‐worth	  and	  ambition	  from	  these	  individuals.	  	  Because	  of	  this,	  it	  
is	   not	   rare	   that	   these	   professionals	   scored	   high	   in	   their	   capacity	   to	   adapt	   to	   changes,	  
which	  seems	  logical	  from	  the	  perspective	  that	  they	  are	  always	  looking	  for	  better	  ways	  to	  
do	  things,	  as	  part	  of	  the	  constant	  need	  of	  improvement	  that	  drives	  them.	  
	  
In	   contrast,	   some	   factors	   showed	   particular	   situations	   in	  which	   these	   professionals	   are	  
highly	  discouraged	  from	  their	  work.	  One	  of	  the	  principal	  ones	  seems	  misleading,	  due	  that	  
financial	   issues	   showed	   before	   to	   be	   secondary	   for	   this	   group.	   	   However,	   financial	  
problems	   that	   could	   affect	   these	   professional’s	   income	   showed	   to	   be	   something	   that	  
discourages	   them.	   A	  way	   of	   interpreting	   this	   could	   be	   by	   connecting	   this	   factor	   to	   the	  
impact	  that	  it	  would	  have	  in	  their	  personal	  life,	  which	  is	  something	  that	  they	  highly	  value.	  
In	  fact,	  the	  highest	  discouragement	  appointed	  here,	  was	  working	  long	  hours,	  which	  highly	  
affects	   life-­‐work-­‐balance.	  Other	   factors,	  belonging	  to	  structural	  and	  operational	  aspects,	  
ranked	  significantly	  lower,	  showing	  that	  the	  adaptability	  of	  these	  professionals	  only	  work	  
when	  their	  principal	  drives	  and	  values	  are	  not	  being	  compromised.	  
	  
Consequently	  with	  all	  the	  above,	  the	  results	  show	  that	  these	  creative	  professionals	  have	  a	  
thorough	  understanding	  of	   the	  design	  mindset	   and	   feel	   identified	  by	   it,	   at	   the	  point	   to	  
finding	   it	   difficult	   and	   distressful	   when	   the	   company’s	   processes	   do	   not	   consider	   key	  
cornerstones	   of	   this	   mindset	   like	   empathy,	   openness	   and	   flexibility.	   The	   surveys	   also	  
revealed	  a	  strong	  need	  of	  belonging	  from	  these	  professionals	  towards	  the	  work	  they	  do	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The	   next	   point	  will	   compile	   a	   table	  with	   these	   findings	   before	   analysed,	   to	   answer	   the	  
research	  question	  of	  this	  study.	  
 
4.3. Findings	  of	  the	  research	  
In	  this	  final	  point,	  the	  identified	  factors	  in	  this	  research,	  for	  the	  effectiveness	  of	  the	  design	  
mindset	  in	  the	  Creative	  Industry	  will	  be	  presented.	  	  
	  
This	   research	   found	   8	   main	   enablers.	   The	   criteria	   for	   this	   selection	   are	   based	   on	   the	  
specific	  characteristics	  that	  the	  structure	  of	  an	  organisation	  might	  need	  the	  relevance	  of	  
the	   role	  of	  management	  and	  on	   the	  needs	  of	   the	   creative	  workers	   to	  perform	  a	  better	  
work.	  
	  
The	  following	  table	  shows	  these	  8	  enablers,	  together	  with	  a	  general	  recommendation	  on	  
















  59 
Table	  6:	  Enablers	  for	  the	  effectiveness	  of	  the	  design	  mindset	  in	  the	  Creative	  Industry.	  
Enabler Incorporating	  the	  enabler 
1.	  Enacting	  openness	  and	  
flexibility	   
By	  applying	  creative	  principles	  and	  methodologies	  to	  the	  specific	  
context	  of	  the	  organisation. 
2.	  Strengthening	  operations	  
and	  management	   
By	  periodically	  improving	  processes	  and	  training	  the	  managerial	  
staff. 
3.	  Managing	  complexity	   
By	  incorporating	  managers	  with	  either	  a	  creative	  background	  or	  at	  
least,	  with	  a	  creative	  understanding. 
4.	  Facilitating	  teamwork 
By	  generating	  instances	  where	  employees	  can	  interact	  outside	  of	  
the	  work	  environment,	  to	  forge	  a	  better	  communication. 
5.	  Supporting	  work-­‐life	  
balance	   
By	  respecting	  office	  hours,	  maintaining	  a	  positive	  working	  climate	  
and	  assuring	  a	  stable	  income.	   
6.	  Identifying	  and	  providing	  
suitable	  incentives 
By	  understanding	  what	  drives	  their	  workforce	  and	  installing	  a	  set	  
of	  benefits	  accordingly.	   
7.	  Fostering	  a	  creative	  culture 
	  By	  including	  creative	  principles	  of	  creativity,	  like	  flexibility,	  
empathy	  and	  flexibility	  in	  the	  company’s	  processes	  and	  values. 
8.	  Working	  towards	  constant	  
challenges	   
By	  considering	  this	  criterion	  while	  selecting	  clients	  and	  projects. 
	  
Along	   with	   the	   8	   enablers	   above,	   the	   research	   also	   found	   4	   main	   barriers	   for	   the	  
effectiveness	  of	  the	  design	  mindset	  in	  the	  Creative	  Industry.	  The	  criteria	  for	  this	  selection	  
focused	  on	  what	  discourages	  creative	  employees,	  which	  is	  a	  relevant	  element	  due	  to	  that	  
this	  might	  lead	  to	  decreasing	  productivity	  and	  the	  quality	  of	  the	  creative	  work,	  along	  with	  
preventing	   the	   organisation	   to	   attract	   and	   retain	   talent,	  which	  will	   in	   turn,	   affect	   their	  
competitive	  advantage.	  	  
	  
The	   following	   table	   show	   these	  4	  barriers,	   together	  with	  a	  general	   recommendation	  on	  
how	  the	  organisation	  might	  cope	  with	  them.	  (The	  table	  appears	  in	  the	  next	  page).	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Table	  7:	  Barriers	  for	  the	  effectiveness	  of	  the	  design	  mindset	  in	  the	  Creative	  Industry.	  
Barrier Coping	  with	  the	  barrier 
1.	  Functioning	  under	  rigid	  
structures 
By	  constantly	  reviewing	  and	  adapting	  processes	  and	  structures	  
to	  the	  actual	  context. 
2.	  Targeting	  unchallenging	  work 
By	  aligning	  the	  business	  model	  requirements	  with	  possibilities	  
for	  innovating	  when	  targeting	  clients. 
3.	  Disregarding	  life-­‐work	  balance	   
By	  avoiding	  long	  hours	  work,	  maintaining	  a	  positive	  working	  
climate	  and	  assuring	  a	  stable	  income.	   
4.	  Contradicting	  creative	  culture’s	  
values 
By	  making	  sure	  to	  incorporate	  creative	  principles	  like	  openness,	  
empathy	  and	  flexibility	  into	  the	  company’s	  culture. 
	  
	  
It	   has	   been	   the	   intention	   of	   this	   research	   to	   provide	   a	   set	   of	   guidelines	   through	   the	  
identification	  of	   these	  enablers	  and	  barriers,	   to	  attempt	  helping	  any	  organisation	  within	  
the	  Creative	  Industry	  to	  achieve	  their	  full	  design	  mindset	  potential.	  
 
4.4. Research	  limitations	  
There	   are	   two	   main	   limitations	   in	   this	   research.	   The	   first	   one	   being	   that	   due	   to	   time	  
constraints,	  only	  one	  company	  was	  used	  as	  a	  case	  study	  subject.	  Despite	   the	   latter,	   the	  
company	   chosen,	   empirically	   support	   several	   statements	   found	   in	   the	   literature	   about	  
how	  an	  organisation	  within	  the	  Creative	  Industry	  operates,	  suggesting	  that	  the	  company	  
closely	   reflects	   the	   principal	   characteristics	   of	   this	   industry,	   which	   was	   considered	   as	  
enough	  to	  obtain	  the	  general	  data	  needed	  for	  this	  research’s	  depth	  and	  proportions.	  
	  
The	  second	  limitation	  is	  related	  to	  the	  nature	  and	  size	  of	  the	  sample	  of	  the	  second	  subject	  
of	   analysis,	   belonging	   to	   the	   creative	   practitioners.	   In	   the	   original	   research	   design,	   this	  
sample	  was	  supposed	  to	  come	  from	  the	  same	  company	  from	  the	  case	  study,	  but	  Studio	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Output	   declined	   to	   distribute	   the	   survey	   among	   their	   workers,	   because	   some	   of	   the	  
questions	  were	  considered	  as	  sensitive	  subjects	  for	  the	  company.	  	  
	  
Because	   these	   questions	   were	   relevant	   for	   the	   research,	   the	   decision	   was	   made	   to	  
maintain	  the	  questions,	  targeting	  creative	  practitioners	  outside	  of	  the	  company.	  For	  this	  
purpose,	  the	  most	  heterogeneous	  sample	  possible	  was	  targeted,	  but	  this	  could	  not	  reach	  
European	  workers,	   only	   Latin	   American	   ones.	   In	   terms	   of	   size,	   only	   45	   responses	  were	  
obtained.	   In	  spite	  of	   the	  high	   levels	  of	  coincidence	   from	  all	   the	  respondents,	  which	  was	  
enough	   to	   make	   general	   assumptions	   for	   the	   complete	   sample,	   a	   higher	   number	   of	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Conclusion	  
	  
The	  goal	  of	   the	  research	  was	  to	   identify	  a	  set	  of	  enablers	  and	  barriers	   that	  might	  affect	  
the	   effectiveness	   of	   the	   design	   mindset	   within	   the	   Creative	   Industry.	   Accordingly,	   a	  
theoretical	   approach	   was	   carried	   out,	   based	   on	   a	   literature	   review	   analysis,	   about	   the	  
design	  mindset	  and	  its	  relation	  to	  the	  organisational	  design.	  The	  prior	  was	  followed	  by	  a	  
pragmatic	   approach,	   where	   an	   in-­‐depth	   interview	   and	   surveys	   were	   responded	   by	  
creative	  employees	  and	  by	  a	  manager	  within	  an	  organisation	  belonging	  to	  this	  sector.	  	  
	  
The	  research	   is	  relevant	  because	  of	  the	  scant	  attention	  that	  these	  creative	  models	  have	  
received,	   in	   terms	  of	  how	  their	  performance	   is	  affected	  by	   internal	  and	  external	   factors	  
related	   to	   the	   organisation,	   which	   is	   crucial	   for	   these	   models	   to	   survive	   pass	   the	  
implementation	  phase.	  
	  
The	   results	   of	   the	   research	   showed	   a	   set	   of	   8	   enablers	   and	   4	   barriers,	   along	   with	  
recommendations	  on	  how	  to	  manage	  these	  factors.	  The	  enablers	  were	  directly	  connected	  
to	   key	   concepts	   like	   openness,	   flexibility	   and	   complexity,	   in	   relation	   to	   the	   structure,	  
operations,	   management	   and	   creative	   workforce	   of	   the	   company.	   Whereas,	   in	   the	  
barriers,	   the	  role	  of	   the	  creative	  worker,	  became	  more	  relevant	  where	  3	  of	   the	  barriers	  
were	   directly	   connected	   to	   subjective	   perceptions	   and	   values	   from	   these	   professionals	  
towards	  the	  workplace.	  Overall,	  the	  study	  presented	  a	  pragmatic	  set	  of	  possible	  solutions	  
to	  support	  the	  effectiveness	  of	  the	  design	  mindset	  within	  the	  Creative	  Industry.	  
	  
The	   findings	   in	   the	   research	  contribute	   to	  generate	  a	  set	  of	  guidelines	   for	  organisations	  
that	  want	   to	   adopt	   design	  mindset	  models,	   by	   providing	   a	  wider	   scope	   about	  what	   to	  
consider	   to	   successfully	   implementing	   and	   maintaining	   these	   models	   over	   time.	   In	  
addition,	  this	  contribution	  might	  add	  theoretical	  support	  to	  the	  issue,	  helping	  strengthen	  
and	   validating	   creative	   models,	   which	   can	   sometimes	   be	   considered	   as	   volatile	   and	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unpredictable.	   The	   latter	   might	   encourage	   organisations	   to	   feel	   more	   confident	   when	  
taking	  the	  risk	  of	  adopting	  these	  models.	  
	  
As	   a	   recommendation,	   organisations	   should	   shape	   this	   set	   of	   guidelines	   to	   the	   specific	  
contexts	   in	   which	   they	   are	   immersed,	   understanding	   that	   these	   enablers	   and	   barriers	  
have	   been	   presented	   in	   a	   general	   context,	   and	   therefore,	   need	   to	   be	   adapted	   to	   the	  
specificities	  of	  the	  reality	  of	  every	  organisation.	  
	  
In	   terms	   of	   possible	   future	   researches,	   it	   would	   be	   valuable	   to	   collect	   data	   from	  
organisations	  outside	  of	  the	  Creative	  Industry,	  to	  compare	  and	  contrast	  the	  data	  gathered	  
within	   the	   creative	   context.	   This	   could	   widen	   the	   penetration	   field	   to	  more	   traditional	  
sectors	  that	  wish	  to	  improve	  their	  innovation	  skills	  as	  well,	  encouraging	  them	  to	  consider	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Appendices	  
 
Appendix	  1:	  Complete	  literature	  review	  analysis	  table	  
Appendix	  1:	  Complete	  literature	  review	  analysis	  table	  
Sub-­‐sections	  in	  
Chapters	  I	  and	  II 
	  Author’s	  contribution	  and	  key	  ideas. 
Chapter	  I	  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1.1.1	  About	  Design 
Simon:	  Forecasting	   tool	   to	  devise	  a	  course	  of	  action	  aimed	  at	  changing	  
existing	  situations	  into	  preferred	  ones.	   
Binder	  et	  al.:	  Pre-­‐dates	  and	  transcends	  any	  profession.	   Inherent	  human	  
action.	  Embraces	  subjectivity. 
Liedtka	  et	  al.:	  “Great	  design”	  takes	  place	  when	  contingency,	   constraint	  
and	  possibility	  meet. 
Normand:	   Useless	   if	   the	   result	   fails	   to	   attend	   to	   the	   needs	   of	   the	  
receptor. 
1.1.2	  The	  dichotomy	  of	  
Design 
Garud	  et	  al.:	  Contemporary	  thinking	  of	  design	  being	  both	  a	  noun	  and	  a	  
verb. 
Simon:	   Scientific	   approach,	   that	   classifies	   design	   as	   fixed	   in	   a	   certain	  
time	  and	  space. 
Czarniawska:	  Pragmatic	   approach	   that	   recognises	   design	   as	   a	   dynamic	  
process	  that	  remain	  in	  a	  cyclical	  fluid	  state. 
Garud	  et	  al:	  Pragmatic	  approach	  functions	  under	  a	  continual	  movement	  
through	  ill-­‐defined	  and	  evolving	  boundaries	  of	  systems. 
Simon:	  Design	  as	  a	  goal	  seeking	  system	  that	  builds	  associations	  within	  in	  
a	  determine	  environment. 
Simon:	   The	   quality	   of	   the	   design	   outcome	   will	   be	   dependant	   on	   the	  
quality	  of	  these	  data 
	  Weick:	  Complexity	  of	  design	  in	  relation	  of	  the	  subjective	  factor	  present	  
in	  the	  design	  process. 
Garud	  et	  al.:	  Design	  completeness	  and	  incompleteness. 
1.2.1	  About	  Creativity 
Amabile:	   Creative	   outcome	   needs	   to	   comply	   with	   two	   principal	  
requirements,	  one	  is	  novelty	  and	  the	  other	  one	  is	  utility. 
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Liedtka	  et	  al.:	  Creativity	  is	  imagination	  put	  in	  context. 
Kelley:	  In	  the	  business	  world	  creativity	  appears	  as	  innovation. 
1.2.2	  Creative	  thinking	  
in	  problem	  solving 
Schön:	  Problems	  have	  to	  be	   inferred	  and	  constructed	  out	  of	  situations	  
that	  manifest	  through	  a	  series	  of	  tangible	  consequences	   
Schön:	  Technical	  rationality	  focuses	  on	  solving	  problems	   
1.2.3	  Reflective	  
practitioners	  in	  the	  
work	  force 
Garud	   et	   al.:	   Iterative	   exercises	   help	   the	   design	   process	   to	   operate	  
under	  a	  dynamic	  rhythm. 
Dewey:	   The	   reflective	   practitioner	   embraces	   experience	   as	   a	  
fundamental	  act	  of	  understanding. 
Weick:	   He	   immerses	   in	   a	   reflective	   cycle	   that	   allow	   to	   relate	   in	  
pragmatic	  ways	  with	  the	  world	  through	  active	  experimentation.	   
Orlikowski:	  Learning	  from	  enactment	   
Dewey:	  3	  steps	  of	  the	  reflective	  process,	  problem	  formulation,	  problem	  
diagnosis	  and	  design	  implementation. 
Schön:	  Uses	  iteration	  to	  make	  sense	  out	  the	   information	  available	  and	  
then	  tests	  and	  refine	  it	  through	  the	  act	  of	  prototyping. 
1.2.4	  Reliability	  v/s	  
validity 
Martin:	  Traditional	  organisational	  design	  leans	  towards	  reliability	  over	  
validity,	   but	   organisations	   should	   make	   an	   effort	   to	   incorporate	  
subjectivity	  into	  their	  processes	  and	  culture. 
Kelley:	  Excessive	  control	  can	  keep	  a	  company	  stuck	  in	  planning	  stages. 
Martin:	  A	   false	   sense	  of	   stability	  might	  keep	  organisations	   rapt	   in	  pre-­‐
conceived	  notions,	  preventing	  the	  anticipation	  of	  external	  changes. 
1.2.5	  DKD	  and	  the	  
legitimacy	  challenge 
Benders	  et	  al.:	  The	  opportunity	  of	  generating	  new	  knowledge	  within	  an	  
organisation	  is	  of	  great	  value. 
Heusinkveld.:	  The	  Reflective	  Cycle	  can	  be	  an	  important	  factor	  to	  enable	  
the	  creation	  of	  DKD. 
Dougherty	  et	  al.:	  New	  ideas	  often	  face	  scepticism	  or	  rejection,	  being	  at	  
risk	  to	  be	  discarded	  or	  considered	  illegitimate. 
Heusinkveld:	   Legitimacy	   will	   facilitate	   the	   access	   to	   the	   necessary	  
resources	  that	  will	  allow	  to	  develop	  new	  ideas. 
Zimmerman	  et	  al.:	  Legitimacy	  will	  be	  dependant	  upon	  the	  set	  of	  values	  
and	  beliefs	  of	  the	  company. 
Heusinkveld:	   Over	   time,	   DKD	   will	   depend	   directly	   on	   “Institutional	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Context”	  and	  “Institutional	  Entrepreneurship”. 
1.3.1	  The	  design	  
practitioner 
 
Yoo	  et	  al.:	  Design	  and	  Architecture	  professionals	  as	  excellent	  context	  for	  
the	  study	  of	  creative	  organisational	  design	  practices. 
Yoo	  et	  al.:	  Here	  design	  stands	  for	  having	  the	  freedom	  to	  explore,	  making	  
progress	  by	  following	  leads,	  while	  maintaining	  an	  integrated	  view	  of	  the	  
whole	  process. 
Michlewski:	   Design	   practitioners	   works	   under	   an	   analytical	   and	  
synthetic	  cognitive	  loop. 
Feist:	  They	  combine	  systematic	  and	  conscious	  work	  with	  affective	  and	  
less	  logical	  associations. 
Schön:	   These	   professionals	   work	   provisional	   solutions	   that	   tackle	  
immediate	  problems. 
Schön:	  In	  addition	  to	  analytic	  and	  synthetic	  thinking,	  design	  practitioners	  
made	  use	  of,	  which	  is	  visual	  thinking. 
Goldschmidt:	  Designers	  and	  architects	  engage	   into	  productive	   thinking	  
through	  visual	  imagery. 
Suwa	   et	   al.:	   By	   developing	   sketches	   the	   design	   practitioner	   is	   able	   to	  
generate	  ideas.	   
Schön	  et	  al.:	  Through	  visual	  thinking	  they	  developing	  fresh	  associations	  
that	  can	  lead	  to	  new	  discoveries. 
Goldschmidt:	  Visual	   thinking,	  which	   is	  more	  commonly	  associated	  with	  
sensory	  perception	  instead	  of	  a	  cognitive	  process. 
1.3.2	  Design	  attitude 
Binder	   et	   al:	   The	   Design	   professional	   has	   an	   urge	   to	   design,	   always	  
acting	  towards	  the	  improvement	  of	  existing	  situations. 
Michlewski:	   Embrace	   flexible	   processes	   and	   uncertainty	   through	   a	  
strong	   drive	   and	   motivation	   towards	   possible	   future	   unknown	  
outcomes. 
Binder	  et	  al.:	  Essential	   for	  achieving	  the	  primarily	  goal	  of	  design	  about	  
meeting	  human	  needs. 
Liedtka:	   Empathy	   is	   what	   help	   these	   designers	   and	   architects	   to	   see	  
beyond	  pre-­‐conceived	  consumers	  notions. 
Binder	  et	  al.:	  Openness	  helps	  them	  to	  expand	  the	  view	  of	  the	  solution-­‐
space	  area. 
Michlewsk:	  The	  design	  practitioner	  as	  an	  agent	  of	  change. 
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1.3.3	  Design	  mind-­‐set	  
and	  Design	  models 
Kelley:	   The	   three	   factors	   that	   can	   balance	   the	   innovation	   process	   are	  
viability,	  desirability	  and	  feasibility. 
Kirkham	   et	   al.:	   Ingenuity	   process	  	   that	   functions	   as	   a	   guide	   for	   clear	  
thinking	   distinguishing	   three	   stages:	   defining,	   discovery	   and	  
determining	  within	  its	  design	  process. 
Feldman	   et	   al.:	   Creative	   routines	   as	   a	   source	   for	   change	   and	   also	  
responsible	  for	  assuring	  long-­‐term	  stability	  of	  new	  practices.	   
	  	  	  	  	  	  
ChapterII	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  2.1.2	  Uniqueness	  of	  
the	  creative	  industries 
van	  Bergen	  et	  al.:	  Nowadays	   is	  the	  people	  who	  are	   in	   control,	  not	   the	  
brands. 
Bilton	   et	   al.:	   The	   creative	   industries	   prioritise	   the	   context	   around	   a	  
project	  instead	  of	  focussing	  on	  the	  creative	  act	  itself. 
van	  Bergen	   et	   al.:	   This	   industry	  work	   under	   a	  project-­‐based	  work	   and	  




Michlewski:	  Organisational	  studies	  have	  been	   looking	  at	  design	   from	  a	  
scientific	  approach. 
Nadler	  et	  al.:	  Focussed	  on	  the	  completeness	  aspects	  of	  design	  (planning	  
and	  decision	  making	  align	  with	  pre-­‐defined	  criteria). 
Romme:	  The	  idea	  of	  design	  as	  a	  complete	  cycle	  is	  related	  to	  the	  series	  of	  
steps	   that	   serve	   to	   guide	   this	   process	   (specification	   of	   the	   problem,	  
identification	  of	  alternatives,	  best	  choice	  available). 
Yoo	  et	  al.:	  Actual	  knowledge-­‐based	  economy. 
Simon:	  The	  development	  of	  a	  100%	  rational	  process	  requires	  a	  complete	  
knowledge	  of	  all	  the	  possibilities	  and	  its	  consequences. 
Garud	  et	  al.:	  An	   incomplete	   factor	  allows	  to	  maintain	   the	  structure	  up	  
to	  date	  at	  all	  times. 
Garud	  et	  al.:	  Need	  to	  put	   in	  place	  governance	  strategies	  that	  allow	  the	  
design	  process	  to	  operate	  in	  this	  state	  of	  incompleteness. 
2.2.2	  Creating	  a	  design	  
gestalt 
Brady	   et	   al.:	   The	   design	   gestalt	   is	   a	   generative	   force	   through	   which	  
organisational	   design	   practices	   can	   function	   under	   a	   variety	   schema	  
without	  losing	  unity.	   
Yoo	  et	  al.:	  Logic	  of	  variety	  and	  unity. 
Michlewski:	   IDEO	   created	   its	   gestalt	  by	   incorporating	   the	  disciplines	  of	  
anthropology,	  sociology	  and	  psychology	  into	  their	  design	  process. 
Yoo	   et	   al.:	   In	   Frank	   Gehry’s	   architecture	   studio,	   the	   design	   gestalt	   is	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related	  to	  the	  spatial	  aspects	  of	  the	  process. 
2.2.3	  Complexity	  in	  
design 
Norman:	   Disorder	   is	   not	   part	   of	   “complexity”,	   but	   rather	   belong	   to	  
“complicated”.	   
Norman:	  “Complex”	  as	  a	  tangible	  state	  of	  the	  world,	  and	  “complicated”	  
as	  a	  psychological	  state	  of	  the	  mind. 
Norman:	   Once	   the	   complex	   structure	   is	   broken	   down	   into	   a	   series	   of	  
logical	  relations	  complexity	  cease	  to	  exist. 
2.3.1	  Managerial	  shift 
van	   Bergen	   et	   al.:	   A	  mistake	   organisations	   make	  while	   planning	   new	  
strategies	  to	  use	  the	  same	  old	  mind-­‐set. 
Simon:	  Previous	   economic	   scenarios	   were	   based	   on	   clear	   boundaries,	  
stable	  preferences	  and	  fixed	  goals. 
Garud	   et	   al.:	   Today	   economic	   scenarios	   are	   ill	   defined	   problems	   and	  
fluid	  preferences 
Kogut	  et	  al.:	  What	   is	  truly	  needed	  from	  managers	  today	   is	  an	  ability	   to	  
manage	  intangible	  knowledge. 
Yoo	   et	   al.:	   Need	   for	   design	   skills	   that	   can	   development	   more	   flexible	  
organisational	  designs. 
Bilton	   et	   al.:	   Models	   in	   sync	   with	   the	   skills	   and	   knowledge	   available	  
might	  be	  more	  likely	  to	  focus	  in	  future	  needs. 
Martin:	   The	   creative	   industries	   to	   constantly	   balance	   exploration	   and	  
exploitation. 
Heusinkveld:	  The	  importance	  of	  management	  communicational	  skills. 
2.3.2	  Managerial	  shift 
Buchanan:	   Integrating	  design	   into	  any	  organisation	  will	  always	   imply	  a	  
big	  challenge	  for	  management. 
Bilton	   et	   al.:	   Is	   highly	   possible	   that	   management	   in	   the	   creative	  
industries	  comes	  from	  a	  creative	  professions. 
Yoo	  et	  al.:	  At	  beginning	  stages,	  usually	  the	  founders	  or	  partners	  end	  up	  
adopting	  managerial	  roles. 
Schön:	   “Knowing	   in	   action”,	   dynamic	   tasks	   that	   include	   the	  
improvisation	   and	   recombination	   through	   experimentation	   and	  
prototyping. 
Bilton	   et	   al.:	   “Practical	   certainties”provide	   understanding	   on	   how	  
systems	  worked	  in	  the	  past,	  to	  build	  new	  ideas	  over	  it. 
2.3.3	  Creative	  teams Bilton	   et	   al.:	   Team	   formation	   will	   be	   based	   on	   a	   flexible	   matrix	   that	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allow	  management	  to	  deconstruct	  and	  assemble	  the	  teams. 
Yoo	  et	  al.:	  “Modularity	   theory”	  enables	  the	  reconfiguration	  to	  changes	  
in	  the	  environment,	  to	  adapt	  to	  any	  context. 
Bilton	   et	   al.:	   Innovative	   teams	   are	   able	   to	   produce	   novel	   ideas	   by	  
constantly	  switching	  frames	  of	  reference. 
Bilton	   et	   al.:	   There	   is	   a	   constant	   tension	   between	   individual	   and	  
collective	  work	  within	  creative	  teams.	   
Kirton:	  Distinguishes	  two	  different	  types	  of	  creative	  practitioners,	  which	  
he	  referred	  to	  as	  the	  “innovators”	  and	  the	  “adaptors”. 
Bilton	   et	   al.:	   Creative	   workers	   need	   to	   have	   conscience	   on	   how	   their	  
own	  particular	  role	  fits	  with	  everyone	  else’s. 
Bilton	   et	   al.:	   In	   this	   industry,	   there	   is	   a	   need	   active	   managerial	  
involvement	  to	  help	  them	  through	  all	  the	  stages	  of	  the	  process. 
2.3.4	  Creative	  industries	  
management	  style 
Bilton	   et	   al.:	   “Non-­‐management	   style”works	   under	   a	   “free	   of	  
constraints”	  environment	  to	  boost	  creative. 
Bilton	  et	  al.:	  This	  more	  human	  management	  approach	  was	  borne	  out	  of	  
some	  elements	  present	  in	  the	  design	  practices. 
Bilton	  et	  al.:	  Self-­‐motivation	  can	  be	  more	  effective	  and	  productive	  that	  
obligation. 
Bilton	   et	   al.:	   In	   growth,	   the	   main	   focus	   is	   in	   realigning	   the	   human	  
resources	  that	  the	  company	  already	  has. 
Bilton	   et	   al.:	   Managers	   in	   the	   creative	   industries	   have	   the	   extra	  
challenge	  of	  having	  to	  balance	  analytic	  and	  synthetic	  thinking. 
 
 
Appendix	  2:	  Studio-­‐Output	  interview	  plan	  
General	  outline	  
1st	  section:	  Introduction	  of	  interviewer	  
	  Introduction	  and	  reminder	  to	  the	  respondent	  of	  the	  topics	  that	  will	  be	  discussed	  during	  
the	   interview.	   In	   this	   way,	   the	   respondent	   knows	   exactly	   what	   the	   interviewer’s	  
expectations	  are	  with	  respect	  to	  the	  research	  question.	  
“What	  are	  the	  enablers	  and	  barriers	  associated	  to	  the	  effective	  performance	  of	  the	  Design	  
Thinking	  mind-­‐set	  within	  an	  organisation	  inside	  the	  creative	  industries?”	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2nd	  section:	  Main	  part	  of	  the	  interview	  plan	  
Indicates	  which	   topics	  will	  be	  discussed	  and	  possible	  questions.	  Two	  series	  of	  questions	  
are	  proposed.	  
	  
3rd	  section:	  Concluding	  the	  interview	  
The	   goal	   is	   to	   enable	   interviewers	   to	  make	   sure	   that	   the	   topics	   they	  wished	   to	   explore	  
have	  been	  covered	  as	  completely	  as	  possible.	  
	  
 
Appendix	  3:	  Studio-­‐Output	  interview	  questionnaire	  
General	  questions:	  
1.	  Can	  you	  explain	  your	  role	  in	  the	  company?	  
2.	  Since	  when	  have	  you	  been	  working	  at	  the	  organisation?	  
3.	  What	  is	  your	  opinion	  of	  the	  company?	  
	  
Main	  questions	   Additional	  questions	   Clarifying	  questions	  
1-­‐Would	  you	  consider	  the	  
company	  creative	  in	  terms	  of	  
organisational	  design,	  beyond	  
its	  products	  and	  services?	  
	  
2-­‐How	  does	  the	  company	  
manage	  the	  factor	  of	  
uncertainty,	  is	  it	  something	  
perceived	  as	  negative	  or	  as	  an	  
opportunity?	  
What	  methodologies	  do	  you	  
use	  to	  manage	  creativity?	  
	  




Is	  there	  something	  that	  you	  
value	  most	  about	  it,	  or	  anything	  
you	  think	  might	  be	  improved?	  
Can	  you	  expand	  a	  little	  on	  
this?	  
	  
Can	  you	  tell	  me	  anything	  
else?	  
	  
Can	  you	  give	  me	  some	  
examples?	  
	  
And	  why	  do	  you	  think	  that	  is?	  
	  
Have	  this	  changed	  over	  time?	  
3-­‐Do	  you	  consider	  the	  company	  
is	  able	  to	  balance	  reliability	  and	  
validity?	  (explain)	  
	  
4-­‐	  Is	  the	  company	  interested	  in	  
generating	  knew	  design	  
knowledge	  and	  transferring	  it?	  
Is	  this	  difficult?	  
	  
What	  are	  the	  protocols	  in	  place	  
for	  this?	  
	  
Do	  you	  think	  the	  current	  
protocols	  are	  effective?	  
Can	  you	  expand	  a	  little	  on	  
this?	  
	  
Can	  you	  tell	  me	  anything	  
else?	  
	  
Can	  you	  give	  me	  some	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5-­‐In	  your	  opinion,	  has	  the	  
company	  developed	  a	  particular	  
way	  of	  functioning	  that	  is	  
coherent	  with	  the	  specific	  areas	  
and	  values	  of	  the	  company?	  
	  
	  
What	  would	  you	  improve?	  
	  
What	  motivates	  the	  company	  




And	  why	  do	  you	  think	  that	  is?	  
	  
Have	  this	  changed	  over	  time?	  
6-­‐How	  does	  the	  company	  






Are	  problems	  solved	  as	  a	  group	  
or	  individually?	  
	  
Which	  division	  is	  in	  charge	  of	  
this	  particular	  task?	  
	  
Is	  the	  main	  focus	  on	  solving	  the	  
specific	  situation	  or	  is	  time	  also	  
dedicating	  in	  exploring	  and	  
understanding	  the	  problem	  as	  
in-­‐depth	  as	  possible?	  
Can	  you	  expand	  a	  little	  on	  
this?	  
	  
Can	  you	  tell	  me	  anything	  
else?	  
	  
Can	  you	  give	  me	  some	  
examples?	  
	  
And	  why	  do	  you	  think	  that	  is?	  
	  
Have	  this	  changed	  over	  time?	  
7-­‐Is	  creativity	  a	  feature	  required	  
for	  all	  the	  employees	  of	  the	  
company?	  	  
	  
8-­‐How	  would	  you	  describe	  the	  





If	  not,	  what	  areas	  require	  this	  
specific	  trait?	  
	  
How	  much	  is	  it	  value?	  
	  
How	  do	  you	  think	  this	  attitude	  
affect	  the	  work	  and	  
organisational	  climate?	  
	  
Do	  you	  think	  designers	  are	  good	  
analysing	  information	  as	  much	  
as	  generating	  creative	  ideas?	  
Can	  you	  expand	  a	  little	  on	  
this?	  
	  
Can	  you	  tell	  me	  anything	  
else?	  
	  
Can	  you	  give	  me	  some	  
examples?	  
	  
And	  why	  do	  you	  think	  that	  is?	  
	  
Have	  this	  changed	  over	  time?	  
9-­‐How	  would	  you	  describe	  the	  
culture	  of	  the	  company?	  
	  
10-­‐	  what	  do	  you	  think	  has	  been	  
Is	  there	  something	  that	  you	  
value	  more	  about	  it,	  or	  anything	  
you	  think	  might	  be	  improved?	  
	  
Can	  you	  expand	  a	  little	  on	  
this?	  
	  
Can	  you	  tell	  me	  anything	  
else?	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the	  driver	  for	  growth	  in	  the	  
organisation?	  
	  
11-­‐Are	  there	  any	  incentives	  that	  
the	  company	  offer	  to	  
employees,	  what	  nature	  are	  
they?	  
Do	  you	  think	  this	  culture	  bases	  
more	  in	  possibilities	  or	  
constraints?	  
	  
Is	  this	  driver	  still	  the	  same,	  or	  
has	  it	  changed	  in	  time?	  
	  
To	  what	  extent	  these	  incentives	  
contribute	  to	  the	  company´s	  
culture?	  
	  
Can	  you	  give	  me	  some	  
examples?	  
	  
And	  why	  do	  you	  think	  that	  is?	  
	  
Have	  this	  changed	  over	  time?	  
12-­‐	  Could	  you	  described	  the	  




13-­‐How	  would	  you	  describe	  
your	  management	  style?	  
	  
	  
Does	  the	  different	  areas	  of	  the	  
company	  have	  different	  
management	  styles?	  
	  
How	  important	  would	  you	  say	  
the	  management	  style	  of	  the	  
executives	  in	  the	  company	  




Can	  you	  expand	  a	  little	  on	  
this?	  
	  
Can	  you	  tell	  me	  anything	  
else?	  
	  
Can	  you	  give	  me	  some	  
examples?	  
	  
And	  why	  do	  you	  think	  that	  is?	  
	  
Have	  this	  changed	  over	  time?	  
	  	  
 
Appendix	  4:	  Studio-­‐Output	  interview	  transcripts	  
 
To:	  Michelle	  Jamieson,	  Managing	  Director,	  Studio	  Output,	  Nottingham.	  
Date:	  2014-­‐07-­‐12	  
Duration	  of	  the	  interview:	  55	  min.	  
The	  interview	  took	  place	  at	  Studio	  Output	  offices	  in	  Nottingham.	  
Contact	  details:	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Studio	  Output	  /	  North	  
+44	  (0)115	  985	  3444	  
michelle@studio-­‐output.com	  
2	  Broadway,	  Lace	  Market,	  Nottingham	  NG1	  1PS	  
	  
Q:	  Can	  you	  explain	  your	  role	  in	  the	  company?	  
A:	   Yes,	   my	   role	   is	   Managing	  Director	   in	   Studio	   Output	   in	   Nottingham,	   so	   that	   means	   I	   run	  the	  
business	  from	  the	  studio	  here,	  as	  part	  of	  a	  group	  of	  companies,	  but	  as	  a	  separate	  business.	  So	  that	  
means	  we	  are	  responsible	  here	  for	  the	  profit	  and	  loss	  accounts,	  making	  sure	  that	  we	  have	  enough	  
money	  to	  pay	  for	  the	  staff	  that	  we	  have	  got.	  We	  are	  a	  part	  of	  a	  group	  of	  companies;	  there	  are	  two	  
other	  studios	  in	  London,	  one	  in	  China	  and	  one	  soon	  to	  be	  in	  New	  York	  as	  well.	  	  
So,	   my	   role	   here	   really	   is	   to	  oversee	   all	   the	   business	   development	   and	   the	   existing	   client	  
relationships,	  working	  on	  developing	  clients	  and	  managing	  the	  work	  that	  they	  give	  us,	  as	  well	  as	  a	  
lot	  of	  new	  business	  opportunities.	  So,	  as	  part	  of	  sort	  of	  these	  creative	  industries	  we	  also	  do	  a	  lot	  
of	   pitching	  marks.	   So	   that's	  my	   role	  here,	   facing	  with	   the	   clients	  and	  business	  development	   and	  
then	  oversee	  all	  the	  team	  here	  and	  work	  with	  managers	  with	  their	  personal	  development	  plans	  as	  
well.	  
In	  Nottingham	  we	  actually	  have	  mostly	  what	  we	  would	  describe	  as	   "doing	  staff",	   so	  we	  have	  all	  
designers	  and	  project	  managers	  here.	  The	  founding	  partners	  and	  other	  members	  of	  staff	  such	  as	  
the	  marketing	  team	  and	  financial	  team	  and	  some	  other	  general	  office	  staff	  as	  well,	  are	  based	  at	  
our	  London	  Studio.	  So,	   the	  people	  here	  are	  actually	  doing	  the	  work	  that	   is	   for	  the	  clients	   to	   the	  
office	  in	  London	  or	  China	  and	  producing	  other	  projects	  here	  as	  well.	  
Q:	  So	  it	  is	  pretty	  mixed,	  because	  you	  are	  working	  together,	  but	  some	  aspects	  of	  the	  company	  are	  
separated	  for	  operational	  purposes	  
A:	   Yes,	   that's	  right,	  and	   it's	  almost	   like	   I	  pay	   that	  members	  of	   staff,	   so	   sort	  of	   like	   they	  are	  sub-­‐
contractors	  for	  the	   business	   here,	   because	   as	   I	   said,	   we	   run	   separate	   company´s,	   so	   I	   pay	  
proportionally	  to	  the	  amount	  of	  time	  that	  I	  use	  from	  them.	  	  
Q:	  How	  long	  have	  you	  been	  working	  here,	  you	  mentioned	  before	  somewhere	  near	  to	  5	  years?	  
A:	  Yes,	  that	  is	  right,	  just	  coming	  up	  for	  5	  years	  in	  February	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Q:	  And	  did	  you	  start	  working	  in	  the	  same	  position	  that	  you	  are	  now?	  
A:	   I	  came	  here	  as	  a	  studio	  and	  project	  manager.	  At	  that	  point,	  one	  of	  the	  partners	  was	  based	  at	  
the	  studio	   in	  Nottingham,	  so	  he	  was	  overseeing	  the	  company	  and	   the	  business	  from	  here,	  and	   I	  
was	  overseeing	  a	  lot	  of	  the	  studio	  management	  side	  of	  things	  and	  the	  project	  management.	  	  
So,	   it	  was	  a	  more	   junior	  position	  as	  to	  where	   I	  am	  just	  now,	  and	   I	  did	  that	   for	  a	  couple	  of	  years	  
before	  this	  role.	  I	  went	  through	  the	  process	  of	  changing	  my	  role	  slightly,	  because	  somebody	  was	  
going	  to	  come	  in	  to	   look	  after	  the	  client	  management	  side	  of	  things,	  so	  my	  role	  changed	  then	  to	  
management	   director,	   because	   the	   business	   here	   was	   growing	   so	   much,	   so	   I	   would	   just	   be	  
responsible	  for	  overseeing	  the	  team	  here.	  	  
Q:	  So	  changing	  the	  structure	  of	  the	  business	  a	  little	  bit...	  
A:	  Yeah,	  that's	  it	  and	  just	  because	  of	  the	  growth	  within	  the	  business	  it	  was	  almost	  as	  I	  was	  wearing	  
two	  hats,	  looking	  after	  the	  clients	  and	  looking	  after	  the	  team	  and	  the	  business	  side	  of	  things	  here,	  
that	  was	  becoming	  too	  much	  to	  work	  on.	  So	  yeah,	  we	  were	  going	  to	  get	  another	  account	  director	  
to	  look	  after	  the	  clients.	  
Q:	  Does	  that	  happen	  often,	  to	  change	  the	  structure	  of	  the	  company,	  to	  take	  someone	  in	  when	  the	  
company´s	  growth	  requires	  it?	  
A:	  We	  have	  been	  fortunate	  that	  we	  had	  been	  growing	  in	  the	  last	  4	  years,	  the	  company	  has	  come	  
from	  18	  members	  of	  staff	  to	  45	  and	  that	  is	  across	  the	  whole	  group	  of	  companies.	  So	  this	  is	  quite	  a	  
substantial	   growth	   and	   it’s	   been	   quite	   difficult	   to	   achieve	   that	   growth	   I	   think.	   There	   has	   been	  
periodical	  restructuring	  changes	  to	  the	  organization,	  and	  also	  with	  the	  partner	  leaving	  the	  studio	  
to	   be	   full	   time	   in	   London,	   we	   went	   through	   quite	   a	   lot	   of	   planning	   and	   training	   to	   get	  
everybody	  prepared	   for	   that,	   myself	   especially,	   changing	   from	   having	   that	   support	   from	  
somebody	  to	  be	  fully	  responsible	  for	  the	  sake	  of	  the	  office.	  
Q:	  How	  do	  you	  prepare	  for	  something	  like	  that,	  workshops,	  talks,	  did	  you	  have	  to	  go	  to	  London	  to	  
be	  based	  there	  for	  some	  time,	  how	  did	  you	  learn	  what	  you	  needed	  for	  this	  new	  role?	  
A:	   there	   was	   a	   couple	   of	   things,	   one	   of	   them	   was	   growth	   100	  course,	   which	   I	   did	   though	   the	  
University	   of	   Nottingham	   Business	   school.	   That	   was	   particularly	  useful	   to	  just	   understand	   the	  
whole	   landscape	   of	   running	   a	   business	   that	   you	   are	   planning	   to	   grow,	   and	   I	   had	   an	   external	  
mentor	   in	   command,	   so	   he	   worked	   on	   a	   training	   plan	   with	   me	   as	   well.	   We	   worked	   through	  
various	  things	  as	  part	  of	   that,	  and	   then	   I	   think	  a	   lot	  of	   it	  was	  probably	  self-­‐learning	   in	   the	  areas	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that	  I	  felt	  I	  needed	  to	  improve	  or	  understand	  a	  lot	  of	  it	  more,	  doing	  some	  external	  training	  on	  that	  
as	  well.	  	  
Q:	   Definitely.	   Ok,	   so	   can	   I	   have	   your	   opinion	   on	   the	   company,	   why	   do	   you	   think	   it	   has	   been	  
growing	  so	  much,	  what	  do	  you	  think	  this	  company	  doing	  right?	  
A:	   I	   think	   a	   couple	   of	   different	   reasons.	   All	   the	   business	  are	   slightly	   different,	  but	   I	   think	  
Nottingham	   in	   particular	   has	   grown	   probably	  more	   profitable	   than	  other	   parts	   of	   the	   business.	  
This	  is	  because,	  we	  have	  an	  existing	  client	  base,	  which	  means	  having	  a	  closer	  relationship	  with	  the	  
client,	  so	  many	   of	   our	   clients	  would	   come	   to	   us	   for	   one	   off	   project	   for	   example,	  redesign	   their	  
website,	  but	  once	  that	  website	  have	  been	  redesign	  there	  is	  not	  much	  of	  a	  work	  after	  that,	  so	  we	  
are	  sort	  of	   targeting	  as	  part	  of	  our	  business	  plan,	  clients	   that	  we	  have	   identified	  as	  being	   in	   the	  
need	   for	   ongoing	  work,	   these	   are	   organisations	  are	   of	   a	   certain	   size	   and	  have	   a	   sort	   of	   specific	  
marketing	  yearly	  spend,	  to	  do	  marketing	  materials	  that	  have	  to	  be	  refreshed	  or	  updated	  regularly.	  
So,	   that	   as	   a	   business	   model	   for	   us	   has	   been	   particularly	   useful,	   knowing	   that	   we	   could	   get	  
constant	  work	  from	  the	  same	  client.	  	  
Whereas	  other	  parts	  of	  the	  business	  and	  perhaps	  more	  so	  in	  London,	  they	  have	  struggled	  to	  get	  
that	  recurrent	  jobs	  and	  are	  relying	  much	  more	  on	  project	  by	  project	  clients,	  which	  some	  perhaps	  
be	   bigger	   in	   scale,	   but	   once	   they	   have	   actually	   been	   delivered,	   they	  don’t	  always	   need	  some	  
follow	  up	  work.	  	  
Q:	   What	   do	   you	   think	   is	   that?	   Why	  don’t	  they	   adopt	   the	   same	   model	   that	   has	   proven	   to	   be	  
successful	  for	  you	  here?	  
A:	   There	   is	   probably	   a	   couple	   of	   reasons	  for	   that.	   I	   think	   in	   London	  there	   is	   a	   much	   more	  
competitor	  landscape,	  there	  are	  just	  so	  many	  more	  agencies	  there,	  that	  clients	  have	  more	  choices	  
of	  whom	  to	  work	  with,	  and	  perhaps	  we	  could	  work	  a	  lot	  harder	  in	  the	  client	  relationship	  to	  ensure	  
that	  we	  actually	  are	  going	  to	  get	  more	  business	  from	  that	  clients	  as	  well.	  But	  also	  trying	  to	  better	  
target	  the	  client,	  identifying	  organisations	  that	  have	  ongoing	  work,	  I	  thing	  that	  that	  possibly	  have	  
been	  over	  looked	  how	  important	  that	  is	  actually	  to	  your	  business	  model,	  and	  by	  targeting	  higher	  
paying	  but	  shorter	  life	  spans	  projects,	  that	  just	  make	  more	  volatile	  landscapes	  in	  terms	  of	  where	  
that	  work	  is	  coming	  from.	  	  
Q:	  Yes,	  that	  makes	  sense.	  So	  the	  context	  is	  an	  important	  factor	  of	  this	  chosen	  model...	  
A:	  Yes,	  they	  have	  slightly	  different	  challenges,	  because	  they	  are	  more	  of	  a	  premium	  firm.	  Because	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of	   this,	  they	  can	   raise	   the	  price	  we	  can	  charge	  here	   in	  Nottingham.	  So	  that’s	  something	   that	  we	  
have	  to	  be	  aware	  of	  ourselves,	  so	  we	  don’t	  overlap	  over	  each	  other,	  so	  if	  there	  is	  a	  specific	  project	  
and	  if	  there	  is	  a	  skill	  set	  in	  this	  studio	  that	  they	  need	  to	  use,	  we	  would	  run	  the	  project	  across	  over	  
both	  studios,	  splitting	  the	  project.	  
Q:	  So	  the	  teams	  would	  be	  reorganised	  depending	  on	  the	  project	  then?	  
A:	  Yes,	  that	  is	  right.	  	  
Q:	  And	  there	  can	  also	  be	  a	  mixe	  between	  the	  other	  offices	  in	  London	  and	  in	  China?	  
A:	  Yes,	  we	  work	  with	  China	  on	  some	  projects,	  depending	  on	  the	  specifications	  and	  needs	  of	  the	  
project.	  
Q:	  And	  that	  works	  well?	  
A:	   In	   has	   its	   challenges,	   I	   think	   specifically	   in	   China	   the	   cultural	   and	   time	  differences	  make	   this	  
modality	   a	   little	  more	   problematic.	   The	  cultural	  over	   there	   different,	   the	  shifts	   are	  much	   longer	  
and	  that’s	  seems	  to	  be	  the	  standard,	  so	  12,	  14	  or	  16	  hours	  a	  day	  and	  that’s	  not	  the	  same	  culture	  
that	  we	  try	  to	  enforce	  in	  Nottingham	  and	  London.	  We	  like	  to	  try	  and	  get	  more	  of	  a	  life	  balance	  for	  
the	   people	   that	   are	   working	   here,	   whereas	   the	   long	   hours	   in	   China	  appear	  to	   be	   more	   of	   a	  
standard	  practice	  and	  the	  clients	  that	  they	  have	  over	  there	  expect	  that	  as	  well,	  so	  they	  can	  expect	  
to	  brief	  you	  on	  something	  and	  they	  will	  expect	  it	  to	  be	  carried	  out	  the	  next	  day,	  even	  if	  they	  where	  
brief	  later	   on	   last	   night,	   so	   that	   causes	  some	  difficulties	  with	   our	   staff	   here,	   ....(example	   of	   late	  
emails)...so	  that’s	  a	   little	  bit	   	  of	  a	  challenge,	  as	  well	  as	  the	  time	  Skype’s,	  difference	  of	  when	  they	  
need	  things	  and	  trying	  to	  arrange	  phone	  calls	  and	  meetings	  and	  things	  like	  that,	  just	  can	  be	  hard.	  
Q:	  But,	  between	  London	  and	  Nottingham	   for	  example,	  without	   those	  challenges,	  does	   this	   long	  
distance	  configuration	  work?	  
A:	   They	   still	   have	   challenges,	   but	   not	   as	   significant	   as	   the	   China	   challenges.	   I	   think	   anywhere	  
where	   there	  is	  people	   working	   and	   probably	   more	   so	   in	   a	   creative	   environment	   where	   those	  
people	  would	  highly	  benefit	  from	  being	  in	  the	  same	  room	  together	  and	  having	  discussions	  about	  
things,	  then	  they	  face	  some	  difficulties	  when	  working	  independently	  from	  each	  other	  while	  being	  
part	  of	  one	  project.	  
Q:	  Definitely,	  how	  about	  here	  in	  this	  office	  for	  example,	  does	  it	  happen	  that	  you	  can	  have	  a	  team	  
and	  then	  set	  it	  apart	  for	  working	  in	  a	  different	  project,	  how	  does	  this	  work	  within	  the	  Nottingham	  
office?	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A:	  Yes,	  well,	   there	  are	   times	   in	  which	   the	  designers	  will	  have	  several	  projects	  depending	  on	   the	  
scale	  of	  those	  projects.	  But	  they	  could	  be	  working	  with	  a	  couple	  of	  people	  on	  clients	  from	  any	  of	  
the	  other	  offices,	  and	  that’s	  why	  the	  project	  managers	  have	  to	  allocate	  their	  time	  accordingly	  to	  
make	  sure	  that	  they	  balance	  the	  different	  projects	  they	  are	  working	  on,	  so	  there	  is	  a	  lot	  of	  people	  
management	  and	  time	  management	  because	  of	  this.	  	  
Q:	  So	  management	  is	   in	  charge	  of	  organising	  these	  specific	  people	  and	  time	  management	  needs	  
and	  to	  put	  the	  team	  together	  to	  each	  project	  
A:	   Yes,	   there	  is	  a	   couple	   of	   people	   that	   would	   be	   involved	   in	   this,	   so	   the	   project	   manager	  
who	  run	  the	   projects	   will	   allocate	   the	   resources	   to	   work	   on	   them.	   There	   is	   also	   a	   head	   of	  
production	   based	   in	   London,	   so	   he	  oversees	  all	   of	   the	  resources	  and	   just	   make	   sure	   that	  
everybody	  has	  enough	  to	  work	  on,	  not	  too	  much	  work	  on,	  and	  that	  projects	  are	  not	  overlapping.	  
Obviously	   because	  that’s	  going	   to	   have	   an	   effect	   on	   other	   projects	   as	   well,	   so	  he	   oversees	  
that	  and	  then	  I	  would	  also	  check	  on	  this	  to	  make	  sure	  that	  the	  times	  are	  well	  allocated,	  so	  there	  is	  
quite	  a	  few	  people	  overseeing	  that.	  	  
Q:	   So	   would	   you	   consider	   this	   company	   creative,	   not	   only	   regarding	   the	   product	   and	   services	  
you	  produce,	  but	  also	  regarding	  the	  organisation	  of	  the	  company	  itself?	  
A:	  We	  would	  definitely	  describe	  ourselves	   as	   a	   creative	   company,	   as	   far	   as	  design	  consultancies	  
go,	   we	   would	  recognise	  ourselves	   as	   one	   the	  most	  creative	   agencies.	   We	   have	   a	   reputation	   of	  
undertaking	  very	  creative	  projects	  whereas	  other	  companies	  focus	  on	  more	  traditional	  corporate	  
ones.	  That	  reputation	   allows	   us	   to	   be	   brought	  into	  projects	   as	  sort	  of	  critic	  resource	   or	   perhaps	  
another	  type	  of	  agency	  like	  an	  advertising	  agency,	  where	  we	  work	  strategies	  related	  to	  marketing,	  
producing	  this	  sort	  of	  creative	  direction	  to	  the	  company.	  So	  that’s	  what	  our	  position	  as	  an	  agency	  
a	  nd	  that	  is	  why	  we	  would	  probably	  be	  perceived	  as	  one	  of	  the	  most	  creative	  agencies.	  	  
Then,	   in	   terms	  on	  how	   that	   translates	   into	   sort	   of	   business,	   we	   are	   always	   looking	   at	   how	   to	  
improve	  our	  processes.	  Probably	  because	  of	  the	  significant	  growth	  over	  the	  last	  4	  of	  5	  years,	  that	  
have	   involved	   the	   restructuring	   of	   myself	   and	   the	   partners,	   so	   business	   managers	   sort	   of	  
understand	  and	  implement	  new	  procedures	  that	  teach	  us	  to	  ensure	  that	  we	  continue	  to	  grow	  and	  
keep	  working	  within	  the	  same	  quality.	  	  
One	  of	  the	  examples	  that	  I	  could	  think	  about	  was	  a	  couple	  of	  years	  ago,	  when	  we	  introduce	  a	  new	  
system	  that	  is	  called	  POTS.	  So	  how	  that	  works	  then	  is	  that	  we	  partnered	  up,	  every	  designer	  had	  a	  
project	  manager	  and	  the	  idea	  was	  that	  between	  the	  two	  of	  them	  they	  formed	  a	  POT,	  and	  they	  will	  
 
  81 
jointly	  be	  responsible	  for	  developing	  the	  assign	  projects.	  This	  was	  probably	  a	  more	  formal	  way	  of	  
working	   that	   we	  were	  use	  to	   before,	   so	   the	   idea	  was	   that	   a	   designer	   and	   that	  manager	  would	  
always	   work	   together	   allocated	   to	   certain	   clients,	   and	   repeat	  these	   clients,	  so	   the	   client	   could	  
speak	  directly	  to	  them	  and	  they	  would	  be	  more	  familiar	  when	  the	  client	  and	  produce	  the	  work	  for	  
them.	  	  
After	   implementing	  that,	   we	  realised	  that	   we	   needed	   to	   be	   more	   fluid	   as	   how	   we	   work	   as	  
an	  organisation,	  because	  at	  certain	  POTS	  the	  clients	  went	  quiet,	  some	  people	  were	  very	  busy	  and	  
others	  weren’t	  so	   busy	   and	   the	  work	  wasn’t	  getting	   allocated	  fairly	   between	   everybody.	   So	   that	  
had	  of	  sort	  to	  get	  refined	  a	  little	  bit.	  The	  idea	  behind	  of	  putting	  a	  designer	  and	  a	  project	  manager	  
together	   to	  work	   on	   a	   project	   still	   exists.	   For	  example	   in	   some	  other	  organisations	  the	   designer	  
speaks	  directly	   to	   the	   client	   or	   sometimes	  the	  have	   a	   manager	   to	   deal	   with	   the	   client	   and	   the	  
project	  manager	  has	  nothing	  to	  do	  with	  it,	  so	  there	  are	  lots	  of	  different	  agencies	  models.	  We	  still	  
have	  this	  manager	  and	  the	  designer	  working	  together	  on	  a	  project,	  but	  the	  specific	  manager	  and	  
designer	  can	  vary,	  so	  they	  are	  not	  always	  working	  with	  the	  same	  people	  and	  in	  particular	  sort	  of	  
work,	  this	  will	  be	  dependent	  on	  the	  most	  suitable	  designer	  that	  has	  the	  necessary	  time	  and	  skills	  
for	  the	  project.	  	  
Q:	   So	   this	   system,	   someone	   from	   the	   company	   came	   up	  with	   it	   or	   did	   you	   implement	   it	   from	  
another	  agency	  that	  you	  know,	  or	  how	  did	  you	  become	  across	  it?	  	  
A:	  It	  was	  recommended	  from	  an	  external	  business	  consultant	  that	  we	  use,	  who	  has	  experience	  in	  
working	  with	  much	  better	  organisations	  and	  agencies	   that	  ourselves,	  we	  are	  a	   small	   to	  medium	  
size	  agency,	  there	  are	  probably	  a	  lot	  that	  are	  smaller	  than	  we	  are,	  but	  there	  are	  other	  bigger	  ones	  
too,	  so	  his	  experience	  was	  in	  much	  better	  organisations.	  He	  had	  seen	  a	  similar	  sort	  of	  set	  up	  being	  
working	   well	   over	   there,	   and	   but	   again,	   I	   guess	   that	   that	   sort	   of	   comes	   back	   to	   a	   point	   about	  
having	   accountant	   clients,	   whereby	   you	   are	   guaranteed	  regular	   work.	   And	   if	   you	   are	   not	  
guaranteed	  that,	  it	   is	  very	  difficult	   for	  you	  to	  know	  how	  much	  business	   is	  going	  to	  be	  coming	   in,	  
and	  therefore	  allocate	  people	  at	  reasonable	  proportions	  of	  that	  business	  when	  you	  are	  expecting	  
there	  could	  be	  a	  project	  in	  a	  point.	   Sometimes	  you	  might	  need	  3	  designers	  or	  project	  managers	  
working	   on	   it	   depending	   on	   the	   scale	   of	   the	   project	   as	  well,	   so	  we	   just	   have	   to	   be	   a	   lot	  more	  
flexible	  or	  this.	  	  
Q:	   So	   now	   that	   you	   made	   some	   adjustments,	   this	   system	   works,	   so	   the	   problem	   was	  
the	  difference	   in	   context	   this	   system	  was	   set	   on,	   because	   the	   size	  of	   the	   company	  didn’t	  match	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the	  ones	  from	  the	  original	  one,	  where	  this	  system	  was	  observed	  to	  work...	  
A:	  That’s	  it,	  absolutely,	  the	  principle	  worked,	  we	  just	  had	  to	  adjust	  it	  for	  our	  organisation.	  
Q:	  So	  what	  kind	  of	  consultants	  do	  you	  use?	  
A:	   Quiet	   a	   few,	   we	   have	   some	   business	   consultants,	   mostly	   people	   who	   have	   run	   their	   own	  
successful	  business	  or	   that	   have	   training	   in	   business	  management.	   So,	   for	   example,	  when	   I	  was	  
training	  for	  changing	  my	  role	  here,	  my	  mentor	  was	  a	  business	  management	  consultant,	  so	  he	  had	  
experience	  with	  the	  creative	   industries,	  art	  organisations,	  galleries,	  people	  with	  creative	  context,	  
but	  not	  always	  agencies,	  so	  he	  was	  very	  good	  for	  understanding	  how	  creative	  businesses	  need	  to	  
run.	  We	  also	   had	   another	   consultant	  who	   is	  more	   from	  a	   general	   business	   background,	   he	   just	  
understand	  what	  it	  takes	  to	  run	  a	  successful	  business,	  regardless	  of	  your	  industry	  and	  then	  we	  had	  
somebody	   else	  who	   used	   to	   run	   an	   agency	   so	   really	   understand	   the	   specific	   constraints	   of	   our	  
business	   and	   our	   industry	   as	   well.	   So	   there	   are	   different	   people	   that	   are	   consultants	   for	   the	  
company.	  We	  also	  have	  another	  sort	  of	  HR	  mentor	  who	  works	  with	  us	  as	  well,	  and	  she	   is	  more	  
about	  of	  the	  personal	  people	  development	  side	  of	  the	  business.	  	  
Q:	  In	  relation	  to	  the	  creative	  industries,	  in	  your	  opinion,	  what	  are	  the	  most	  significant	  challenges	  
for	  this	  industry,	  it	  can	  be	  anything	  specifically	  related	  to	  this	  company	  or	  in	  general.	  
A:	   I	  think	  the	  specific	  recent	  challenges	  with	  the	  creative	  industries	  are	  the	  economic	  issues	  that	  
we	   have	   been	   having	   recently	   with	   the	   recession,	   that	   was	   a	   big	   impact	   for	   a	   lot	   of	   different	  
sectors,	  but	  perhaps	  more	  so	  for	  the	  creative	  industries,	  because	  when	  client	  were	  reviewing	  their	  
spending’s,	  quiet	   often	   they	   cut	  on	   their	  marketing	  budgets.	   Its	   funny	  how	   they	  perceive	  it	   as	   a	  
not	  valuable	  part	  of	  the	  business,	  were	  in	  fact	  a	  business	  is	  trying	  to	  generate	  more	  business	  for	  
themselves	   they	   rely	   on	  marketing.	   So	   that	   has	   been	   particularly	   difficult	   for	   us,	   we	  were	   in	   a	  
booming	   situation	   before	   and	   work	   was	   coming	  in	   quite	   steadily	   and	   fast,	   but	  its	  been	   more	  
difficult	  recently	  because	  of	  this	  marketing	  budget	  being	  cut,	  but	  also	  because	  they	  are	  asking	  for	  
more	  out	  of	  their	  money,	  they	  want	  to	  pay	  less	  money	  for	  more	  work.	  
Q:	  So	  how	  does	  the	  organisation	  cope	  with	  this	  situation?	  
A:	  I	  think	  we	  just	  have	  to	  be	  very	  efficient	  on	  how	  we	  are	  working	  with	  our	  clients.	  I	  think	  they	  are	  
right	  about	  asking	  more	  out	  of	   their	  agencies,	   there	  perhaps	  was	  a	   time	  were	  people	  could	  get	  
away	  with	  charging	  quite	  a	  lot	  for	  the	  services	  that	  they	  were	  doing,	  whereas	  now	  we	  have	  to	  me	  
much	  more	  accountable	  for	  why	  we	  are	  charging	  what	  we	  are.	  So	  as	  an	  organisation	  we	  are	  very	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transparent	  with	  our	  clients	  and	  we	  explain	  to	  them	  how	  much	  the	  people	  that	  is	  working	  on	  their	  
projects	   cost	   and	  how	  much	   time	  we	   think	   it	  would	   take	  us	   to	   complete	   the	  projects,	   breaking	  
down	  every	  aspect	  of	   the	   job	   so	   the	   client	   is	   clear	  how	   long	  we	  are	  proposing	   to	   spend	  on	   the	  
project	  and	  charge	  them	  accordingly	  to	  that.	  	  
Q:	  And	  did	  you	  also	  come	  up	  with	  different	  kind	  of	  services,	  did	  you	  innovate	  maybe	  your	  offer	  of	  
products	  and	  services?	  
A:	  Yes,	  as	  a	  business,	  we	  started	  as	  a	  more	  traditional	  design	  agency,	  and	  we	  have	  evolved	  over	  
time.	  So,	  a	  couple	  of	  years	  ago	  we	  really	  got	  heavily	  behind	  digital,	  investing	  in	  bringing	  this	  new	  
skillset	  into	   the	   organisation.	  We	   did	   not	   really	   focus	   on	   this	   area	   before.	   We	   employed	   quite	  
senior	   professionals	   to	   be	   in	   charge	   of	   the	   recruitment,	   that	   brought	   some	   difficulties	   in	  
integrating	  this	  new	  area	  into	  the	  business,	  but	  after	  it	  blend	  well	  into	  the	  business	  and	  allowed	  us	  
to	  undertake	  projects	  of	  much	  bigger	  scale	  and	  size	  and	  were	  we	  were	  before	  just	  working	  on	  the	  
brand	  and	  visual	  identity,	  because	  the	  client	  after	  externalised	  the	  digital	  aspect	  of	  the	  work.	  Now	  
we	  are	  able	  to	  deliver	  the	  whole	  package.	  	  
So	   that	  was	  one	  way	   that	  we	  evolved	   the	  business,	  by	   setting	  up	  a	  new	  department	  within	   the	  
company	   and	   then	   about	   a	   year	   and	   a	   half	   ago	   we	   purchase	   another	   company,	   which	   was	   a	  
motion	  graphic	  house.	  They	  were	  partners	  of	  ours	  for	  some	  time	  before,	  so	  we	  brought	  them	  into	  
the	  company	  too.	  Now	  rather	  than	  paying	  them	  their	  fee	  for	  the	  work,	  we	  are	  able	  to	  retain	  that	  
money	   into	  our	  business.	  So	  having	  now	  the	  ability	  to	  manage	  motion	  graphics	  placed	  us	  above	  
other	   agencies,	   and	  that’s	  how	   the	  China	   offices	   come	   in	   place	   as	  well,	   because	  we	   identified	   a	  
clear	   demand	   of	   motion	   graphic	   work,	   and	   actually	   the	   clients	   in	   China	   that	   have	   seen	   some	  
projects	   that	   had	  been	  working	   on,	   invited	   us	   to	   work	   with	   them.	   So	   that	   way	   we	   come	  
to	  understand	  that	  there	  is	   a	   big	  market	   for	   that	   in	   China	   and	  that’s	  how	   the	   offices	   over	   there	  
come	  about.	  	  
Q:	   So	   you	   have	   been	   here	   for	   5	   years	   now,	   and	   you	   have	   seen	   many	   changes	   within	  
the	  organisation,	   considering	   all	   these,	   can	   you	   describe	   your	   view	   on	   the	   culture	   of	   this	  
company?	  
A:	  I	  think	  that	  the	  culture	  of	  the	  company	  is	  one	  of	  ambition	  and	  innovation	  and	  that	  comes	  from	  
the	  partners	  and	  the	  senior	  members	  of	   the	  team	  as	  well.	   I	   think	  we	  are	  all	  quite	  ambitious	   for	  
ourselves	  and	  our	  career	  and	  the	  company	  and	  that	  produces	  this	  culture,	  whereby	  people	  can	  be	  
promoted	   and	   they	   tend	   to	   stay	   with	   the	   company	   for	   longer	   periods	   of	   time.	   Because	   the	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company	   has	   been	   getting	   bigger,	   new	   positions	   are	   coming	   up	   which	   allow	   people	   to	   be	  
promoted	  and	  sort	  of	  develop	  themselves	  as	  well.	  There	  is	  quite	  a	  young	  vibe	  in	  the	  atmosphere	  
here,	  when	  people	  come	  here	  and	  see	  that	  ambition	  and	  that	  they	  can	  develop	  themselves	  and	  
have	  opportunities	   that	  perhaps	  some	  other	  people	  of	   some	  other	  agencies	   in	  Nottingham	  may	  
not	  have,	  like	  working	  with	  the	  type	  of	  clients	  that	  we	  work	  with	  or	  to	  be	  able	  to	  give	  their	  work	  
great	  exposure,	  as	  we	  do	  here	  with	  some	  important	  clients	  that	  we	  have.	  	  
Q:	   So	   the	   challenging	   part	   of	   the	  work	  is	   also	   an	   asset	  for	   this	   company,	   and	   something	   that	   is	  
valued	  among	  the	  designers?	  	  
A:	  That’s	  it,	  yeah.	  Because,	  Nottingham	  specifically,	  I	  think	  is	  quiet	  a	  small	  city	  and	  we	  do	  struggle	  
to	   recruit	   the	   type	   of	   talent	   that	   we	   need	   here,	   specially	   if	   something	  is	  quite	  niche.	   Lot	   of	  
these	  people	  tend	  to	  look	  forward	  to	  work	  in	  London,	  and	  that	  is	  why	  although	  in	  Nottingham	  we	  
are	  quiet	  profitable	  sometimes	  we	  have	  to	  recruit	  someone	  in	  London	  and	  they	  will	  work	  almost	  
exclusively	  to	  the	  Nottingham	  studio,	  but	  they	  will	  be	  based	  in	  the	  London	  offices.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Q:	  What	  other	  incentives	  does	  the	  company	  offer	  their	  workers?	  Are	  bonuses	  and	  other	  monetary	  
incentives	   also	   important	   here,	   or	   does	   the	   company	   value	   more	   incentives	  related	   to	   project	  
participation,	  challenges	  and	  exposure?	  	  	  	  	  	  	  	  	  
A:	  I	  think	  that	  for	  different	  people,	  incentives	  are	  different,	  for	  example	  for	  designers,	  quite	  often	  
they	  are	  motivated	  when	  they	  are	  at	  work	  by	  the	  type	  of	  work	  that	  they	  are	  doing,	  this	  goes	  back	  
to	  being	  perceived	  as	  a	   very	   creative	   company.	   For	  a	  designer,	   they	   like	   the	  work	   that	   they	  are	  
doing	  and	  the	  clients	  that	  we	  are	  working	  for	  and	  its	  quiet	  well	  known	  that	  they	  like	  to	  see	  their	  
work	  being	  used	  and	  be	  able	  to	  show	  people	  what	  they	  have	  done.	  Therefore,	  that	  is	  quite	  a	  lot	  of	  
incentives	  and	  for	  some	  of	  the	  projects.	  Another	  example,	  we	  did	  a	  work	  for	  Glastonbury	  and	  the	  
client	  invite	  everybody	  to	  the	  festival,	  so	  that	  kind	  of	  incentives	  work	  with	  the	  designers,	  they	  like	  
to	   see	   their	   work	   live	   and	   sometime	   that’s	  almost	   enough	   for	   them,	   they	   are	   probably	   less	  
financially	  motivated	  that	  some	  of	  other	  members	  that	  are	  part	  of	  the	  team.	  	  
Some	   other	  people	  would	   be	  more	  motivated	   by	  bonuses.	   Bonuses	   are	  applied	   almost	   to	  every	  
employee	  in	  the	  company,	  where	  your	  bonus	  percentage	  would	  fluctuate	  depending	  on	  the	  work	  
that	   you	   have	   been	   doing.	   So,	   when	   you	   are	  bringing	  new	   clients	   or	   projects	   in,	   you	   get	   a	  
percentage	   on	   how	  much	   that	   is	   valued	   to	   the	   company,	   so	   that	   again,	  incentivise	  them	   to	   get	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more	  work	  and	  because	   is	  beneficial	   to	   them,	   the	  most	   they	  bring	   in,	  the	  most	  money	  that	  hey	  
earn.	  And	   I	  guess	   for	   this	  sort	  of	  management	   like	  people	  as	  myself	   this	  works,	  considering	  that	  
there	  are	  changes	  in	  the	  structure	  over	  time	  for	  what	  is	  your	  package	  in	  the	  company.	  I	  use	  to	  be	  
on	   a	   profit	  share	  bonus,	   that	   depended	   on	   how	  much	   money	   my	   department	   made,	  
so	  that’s	  quite	  useful	  in	  terms	  of	  incentive	  to	  get	  more	  work,	  this	  way	  how	  well	  the	  studio	  is	  doing	  
directly	  affects	  the	  earnings	  that	  you	  will	  get.	  	  	  	  
Q:	  But	   for	  example,	   if	  you	  still	  had	  those	  bonuses,	  but	   the	  client	  situation	  wasn’t	  good,	  would	   it	  
make	  a	  difference	  in	  your	  motivation	  for	  working	  here?	  
A:	  Yes	   definitely,	  and	   probably	   would	   matter	   as	   much	   as	   how	   much	   are	   people	  paying	  me,	  
if	  didn’t	  enjoy	   the	   work,	  I	   would	   rather	   work	   somewhere	  else	  and	   be	   happier.	   But	   I	   think	   the	  
culture	   here	   is	   that	   we	  shouldn’t	  be	   working	   for	   clients	   like	   that,	   if	   there	   is	   a	  particular	  friction	  
with	   the	  client	  then	  we	  would	  probably	  make	   the	   commercial	   decision	  of	  not	   to	  work	  with	   that	  
client.	   So	  we	  are	  quiet	  targeted	  on	   the	   type	  of	   client	   that	  we	  go	  after,	   their	  work	   and	  how	   this	  
would	  affect	  our	  brand	  as	  well.	  So	  hopefully	  you	  won’t	  get	   to	   that	   stage	  were	  you	  didn’t	  enjoy	  it	  
enough	  that	  you	  would	  sort	  of	  consider	  leaving	  the	  company.	  
Q:	   So	   the	  company	  makes	   a	   very	   clear	   commercial	   commitment	   here	   to	   the	   protection	   of	   the	  
culture	  of	  the	  company.	  
A:	   Yes,	  absolutely.	   In	  addition,	   there	  are	  a	   few	  of	  other	   incentives;	  because	  we	  work	  with	  quite	  
nice	  clients	  then	   they	   will	   find	   ways	   to	   thank	   the	   team	   by	   inviting	   them	   to	   events	   like	   the	  
Glastonbury	  client.	  Another	  client	  we	  worked	  with	  from	  Russia,	  invited	  us	  for	  a	  week	  to	  come	  and	  
meet	   them	   and	   understand	   their	   organisation,	   so	   there	   are	   several	   incentives	  like	   that.	   Also,	  
within	   the	   company	   we	   have	   probably	   quite	   higher	   holiday	  days	   in	   comparison	  with	   other	  
companies,	  witch	  would	  depend	  again	   in	  the	  role	  that	  you	  play	  for	  the	  company.	  Because	  this	   is	  
an	  intense	  industry	  where	  you	  are	  sort	  of	  driven	  by	  deadlines,	  so	  in	  sync	  with	  again	  having	  a	  good	  
culture	  that	  is	  able	  to	  manage	  work	  with	  life,	  is	  important	  to	  have	  some	  time	  away	  from	  things	  as	  
well.	  We	  also	  do	  an	  away	  day	  for	  the	  whole	  company,	  a	  couple	  of	  days,	  London,	  Nottingham	  and	  
China	  all	  come	  together,	  going	  to	  different	  places	  like	  Marrakech	  or	  other	  places	  in	  the	  world,	  all	  
paid	  for,	  we	  consider	  it	  very	  generous	  and	  really	  value	  this.	  
Q:	  That	  probably	  contributes	  to	  team	  building	  as	  well…	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A:	  Yes,	   that	  its	  mostly	  the	  reason	  because	   is	  difficult	  working	  with	  China	  being	  so	  far	  away,	  so	   it	  
sort	   of	   helps	   a	   little	  bit	   that	   you	  actually	   know	   those	  people	   and	   know	  you	   form	  a	   relationship	  
with	   them	   and	   that	  help	  the	   business	   to	   function	   better,	   so	   this	   could	   be	   considered	   also	  
as	  and	  investment.	  
Q:	  Going	  back	  on	  work	  dynamics,	  how	  does	  the	  team	  approach	  a	  new	  project?	  
A:	  The	  first	  thing	  would	  depend	  on	  how	  that	  projects	  come	  about.	  I	  mention	  about	  the	  pitches,	  in	  
this	  cases	  is	  quite	  often	  that	  at	  that	  stage	  at	  the	  pitch	  you	  have	  already	  identified	  how	  to	  approach	  
the	  project	  and	  the	  recommendations	  for	  that.	  Other	  times,	  if	   its	  not	  a	  pitch	  you	  still	  have	  to	  do	  
that	  work.	  The	  usual	  method	  would	  be	   to	  put	   the	  project	   team	  together	  and	  have	  a	  brainstorm	  
session.	   Sometime	   we	   would	   work	   in	   a	   creative	  way	   in	   which	  the	   team	   sort	   of	   outline	   their	  
approach,	  other	   times	   it	  might	  be	  somebody	  senior	  who	  would	  take	  care	  of	   that	   themselves,	  so	  
from	   their	   experience	   they	  might	  say	   “this	   is	   what	  we	   need	   to	   do”	   to	   the	   project	   team.	   Other	  
times	  its	  up	  to	  us	  to	  sort	  of	  solve	  it,	  and	  be	  part	  of	  the	  creative	  process,	  so	  there	  are	  2	  methods	  to	  
do	  that,	  and	  it	  would	  just	  be	  dependant	  on	  what	  the	  project	  is	  about.	  	  
So	  yes,	  there	  is	  usually	  a	  brainstorm	  sort	  of	  kick	  off	  session,	  where	  everybody	  discuss	  quite	  open	  
their	  ideas,	  that	  will	  guide	  the	  project	  to	  any	  research	  that’s	  needed	  to	  be	  done.	  All	  the	  members	  
of	  the	  team	  would	  be	  expected	  to	  have	  an	  opinion	  and	  to	  do	  individual	  research	  and	  then	  come	  in	  
to	  present	  their	  ideas	  an	  thoughts,	  after	  that,	  we	  chat	  over	  them.	  
Q:	   Do	   you	   use	   a	   specific	   methodology	  like	   design	   thinking	   or	  another	   one	  to	   carry	   out	  
these	  sessions?	  
A:	  Nothing	  formal,	  and	  again	  it	  would	  probably	  be	  more	  project	  specific,	  but	  quiet	  often	  we	  could	  
have	  a	   workshop	   with	   the	   client,	   so	   its	   better	  for	   us	   to	   understand	  what	   the	   problem	   is,	   or	   to	  
better	  identify	  the	  stakeholders	  of	  the	  organisation,	  who	  will	  have	  different	  opinions.	  It	  is	  a	  good	  
opportunity	  to	  get	  everybody	  in	  the	  room	  together	  and	  discuss	  the	  project.	  So	  as	  an	  agency,	  we	  
would	   recommend	   to	   have	   those	  workshop	   and	   then	  we	  would	   facilitate	   that,	   preparing	   props	  
and	  questions	  to	  get	  the	   information	  out	  of	  them	  and	  again,	   that	  would	  also	  feed	  back	   into	  our	  
brief,	   to	   understand	  what	   their	   problem	   is,	   so	   that	   we	   could	   recommend	   a	   better	   solution	   for	  
them.	   The	   client	   workshop	   is	   something	   that	   we	   do	   quite	   often	  with	   our	   clients	   and	   the	   scale	  
would	  probably	  depend	  on	  the	  project	  and	  the	  budget	  available..	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Q:	   I	   imagine	   that	   this	   could	   be	   particularly	   helpful	  with	  new	   clients,	   especially	   if	   you	   are	  
looking	  on	  building	  long-­‐term	  relationships	  with	  them…	  
A:	  That’s	  it,	  yes,	  sometime	  we	  would	  focus	  on	  specific	  project	  requirements,	  but	  it	  would	  also	  be	  
useful	   for	   us	   to	   get	   a	   better	   understanding	   of	   their	   business	   landscapes,	   so	  we	   know	  what	   the	  
company	  is	  about,	  what	  their	  ambitions	  and	  objectives	  are	  for	  long	  term	  as	  well,	  and	  how	  we	  can	  
project	  them	  to	  that,	  that’s	  particularly	  useful.	  
Also,	   sometime	  we	  undertake	  what	  we	   call	   a	   discovery	  fees	   for	   a	   project.	   That	   is	  when	   a	   client	  
comes	  to	  us	  and	  they	  have	  a	  sort	  of	  specific	  problem	  and	  a	  brief	  for	  us.	  They	  may	  have	  some	  ideas	  
on	   the	   direction	   that	   the	   project	   can	   take.	   To	   address	  a	   project	   like	   that,	   implies	   much	   more	  
market	  research	  for	  us,	  because	  we	  have	  to	  go	  over	  all	  the	  competitors,	  look	  at	  the	  market,	  look	  
at	   what	   ever	  are	   the	   others	   doing.	   Then	   we	   usually	   compile	   that	   together	   into	   a	   discovery	  
document	  were	  we	  would	  make	  our	   recommendations	  on	  what	  we	  think	   is	  working	  well	  within	  
the	  industry	  and	  some	  other	  possible	  directions	  for	  the	  client	  as	  well.	  
Q:	  When	  was	  this	  implemented	  in	  the	  organisation?	  
A:	   Its	  probably	  becoming	  more	  common	  over	  the	  last	  couple	  of	  years,	  with	  the	  digital	  work	  that	  
we	   are	   doing	   because	   of	   all	   the	   different	   channels	   that	   digital	   tool	   use	   and	   because	   is	   such	   a	  
generic	   term	   that	   can	   cover	   so	   much.	   So	   this	   complexity	   asks	   for	   extra	   preparation	   and	  
information	  to	  address	  approach	  the	  projects.	  
Q:	  Does	  anybody	   in	  the	  company	  can	  come	  with	  an	   idea	  to	  implement	  of	  does	  some	  positions	  in	  
particular	  have	  this	  role?	  
A:	  Usually	   someone	   senior	  would	  be	   in	   charge	   to	  oversee	  these	  projects,	   but	   junior	  positions	  of	  
the	  team	  contribute	  with	  information	  as	  well.	  
Q:	   In	   terms	   of	   creativity,	   I	   can	   imagine	   it	   is	   a	   crucial	  requirement	  among	   designers,	   but	  
is	  creativity	  also	  something	  that	  the	  company	  values	  also	  in	  higher	  positions?	  
A:	   There	   is	   quite	   a	   mix	   of	  people	  with	   creative	   backgrounds,	   or	   perhaps	   more	   of	   a	   creative	  
understanding	  in	  the	  organisation.	  For	  example,	  from	  the	  three	  partners	  of	  the	  company,	  two	  of	  
them	  are	  designers	  so	  they	  where	  from	  a	  creative	  background	  and	  the	  third	  one	  was	  a	  client	  from	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the	  marketing	  background.	  On	   the	  next	   level	  where	   I	   sit	   on	   the	  company	  as	  well,	   I	   for	   example	  
have	  a	  design	  degree,	  so	  I	  understand	  the	  design	  process,	  which	  probably	  have	  been	  fundamental	  
for	  me	  progressing	  as	  fast	  as	  I	  have	  through	  the	  company.	  I	  started	  doing	  some	  design	  work,	  and	  
then	   suddenly	   I	   moved	   into	   project	   management	   and	   the	   business	   management,	   Having	   that	  
understanding	  allows	  me	  to	  talk	  to	  everyone	  in	  the	  organisation,	  weather	  they	  are	  sort	  of	  creative	  
or	  not,	   I	   can	  go	   through	  what	   their	  processes	  with	  a	  better	  understanding	  of	  what	   their	   clients	  
are	  looking	  for.	   However,	   other	   people	   who	   are	   quiet	   senior	   do	   not	   have	   that	   creative	  
background,	  so	  they	  may	  have	  studied	  something	  completely	  different.	  	  
There	   is	   another	   person	   in	   London	   that	   does	   a	   very	   similar	   role	   to	   mine,	   but	   she	   studied	  
American	  Studies,	  so	  her	  goal	   is	  more	  directed	  to	  marketing	  and	  business	  development,	  and	  she	  
struggles	  more	  to	  get	  into	  the	  most	  specific	  details	  of	  the	  projects.	  She	  has	  a	  better	  understanding	  
now	  after	  all	  this	  time,	  but	  the	  finer	  details	  of	  the	  creative	  process	  are	  more	  difficult	  for	  her.	  There	  
is	  also	  a	  matter	  of	  passion,	  for	  me,	  after	  studying	  design,	  this	  was	  the	  line	  of	  work	  that	  I	  wanted	  to	  
get	   into.	   I	   get	   personally	  excited	  when	   we	   recruit	   projects	   and	   get	   to	   do	  great	   work.	   Which	  
perhaps	   if	   you	  weren’t	  from	   that	   creative	   background,	   you	  would	   not	  get	   as	   excited.	   But	  yes,	  
certainly	  you	  know,	  the	  financial	  people,	  they	  don’t	  have	  that	  sort	  of	  creative	  background	  and	  the	  
work	  is	  a	  little	  bit	  of	  an	  unknown	  to	  them.	  
Q:	   So	   is	   it	   difficult	   for	   you	   to	   communicate	   with	   the	   people	   that	  do	   not	  have	   a	   creative	  
background?	  
A:	  I	  think	  it	  is	  easier	  for	  me	  to	  communicate	  with	  them	  that	  the	  other	  way	  around,	  because	  I	  have	  
a	  better	  understanding	  of	  both	   sides,	   the	   client’s	   and	   the	  manager	   side	  of	   things.	   I	   always	   chat	  
with	   my	  colleagues	  about	   the	   design	  processes.	  Probably	   for	  me	   is	  something	   that	  have	  
helped	  me	  to	  develop	  faster,	  by	  understanding	  the	  business	  better	  and	  by	  enjoying	  it	  more,	  it	  sort	  
of	  makes	  you	  want	  to	  progress	   into	  this	  particular	   industry,	  whereas	  other	  people	  that	  does	  not	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Appendix	  5:	  Studio	  Output	  interview	  data	  collection	  table	  
Main	  topics Main	  ideas	  per	  topic Key	  concepts 
1.	  Business	  
structure 
Started	  as	  a	  traditional	  design	  agency	  and	  evolved	  over	  time.	  
/Composed	  by	  three	  separate	  companies	  that	  share	  staff	  and	  
operations.	  /Employees	  are	  similar	  to	  contractors,	  being	  paid	  
by	  the	  time	  the	  employ	  in	  each	  project.	  /Subject	  to	  periodical	  
structure	   changes.	   /Partners	   relocated	   in	   London	   Offices./2	  
years	  ago	  expanded	  to	  digital,	   integrating	  this	  new	  area	   into	  
the	  business.	  /	  1	  year	  ago	  acquire	  a	  motion	  graphics	  company	  
they	  worked	  with	  before.	   /Expanded	  to	  China	  1	  year	  ago	  by	  















Required	   a	   lot	   of	   planning	  when	  modifying	   the	   structure	   of	  
the	  company	  due	  to	  growth.	  /	  Work	  independently	  according	  
to	   the	   specific	   needs	   of	   each	   company,	   but	   need	   to	   be	  
synchronised	   to	   avoid	   overlapping	   (e.g	   process,	   the	   London	  
studio	   could	   charge	   more	   for	   the	   same	   service	   that	  








Principal	  role	  is	  facing	  with	  clients	  and	  business	  development.	  
/	  Flexible,	  adapt	  to	  the	  needs	  of	  the	  company.	  /	  Require	  lots	  
of	  training	  to	  adapt	  to	  new	  roles.	  /	  Theoretical	  and	  practical	  
preparation.	   /	   Need	   to	   understand	   the	  whole	   landscape	   on	  
running	   a	   business	   that	   you	   are	   planning	   to	   grow.	   /	   Self-­‐
learning.	  /	  Respect	  and	  work	  towards	  the	  company	  culture.	  /	  
There	  are	  managers	  with	  and	  without	  creative	  backgrounds.	  
Is	  	  easier	  for	  managers	  with	  creative	  understanding	  to	  relate	  
with	   the	   specifics	   of	   the	   work	   in	   the	   studio.	   /A	   creative	  
background	   help	   employees	   to	   progress	   in	   the	   organisation	  
and	   its	   easier	   for	   them	   to	   communicate	   to	   employees	  














Peaked	   in	   the	   last	   4	   years,	   going	   from	  a	   staff	   of	   18	   to	   45.	   /	  
Difficult	   to	   achieve	   because	   of	   the	   need	   of	   constant	  
restructuring.	  /Impacted	  on	  the	  existing	  business	  models	  that	  
had	   to	   be	   re	   evaluated.	   /Has	   been	   achieved	   by	   identifying	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5.Business	  
models 
Nottingham(1)	   different	   from	   London(2).	   /1-­‐More	   profitable	  
because	   of	   existing	   data	   base,	  which	   allow	   to	   have	   a	   closer	  
relationship	  with	  clients.	  Client	  target:	  Long	  term,	  in	  need	  for	  
on-­‐going	  work.	  Get	  constant	  work	  from	  the	  same	  clients.	  /2-­‐
Premium	   firm.	   Higher	   competitors	   context.	   Target	   higher	  
paying,	   but	   shorter	   life	   spans	   projects.	   More	   volatile	  
landscape	   in	   terms	  of	  where	   the	  work	   is	   coming	   from.	   /The	  
company	  changed	  its	  business	  model	  of	  externalising	  work	  to	  
incorporating	   new	   areas	   into	   the	   business	   and	   by	   acquiring	  
new	  companies,	  to	  retain	  profits	  within	  the	  company	  instead	  
of	   paying	   fees	   and	   outsourcing	   the	   work.	   /Also	   they	  
















Work-­‐life	  balance.	   /Ambitious	  and	   innovative.	   /Partners	  and	  
senior	  members	   transmit	   these	  values	  by	  giving	  an	  example	  
of	   ambition	   and	   innovation	   in	   the	   company	   and	   their	   own	  
careers	  as	  well.	   /Because	  of	  promotions	   taking	  place	  people	  
tend	   to	   stay	   more	   time	   in	   the	   studio,	   generating	   an	  
atmosphere	  of	  young	  vibe	  and	   familiarity.	   /The	  organisation	  
offers	   trips	   and	   other	   team	   building	   activities.	   This	   also	  
responds	   to	   the	   high	   pressure	   rhythm	   because	   of	   tight	  















They	   consider	   themselves	   to	   be	   one	   of	   the	   most	   creative	  
consultancies.	   /Creative	   nature	   of	   undertaken	   projects.	   /	  
Always	   looking	   how	   to	   improve	   the	   company’s	   processes.	  
/Creative	   in	   terms	   of	   work	   dynamics.	   /Tailored	   for	   every	  
project	   depending	   on	   its	   characteristics	   and	   needs.	   /Work	  
with	   creative	   methods	   like	   brainstorming	   as	   kick-­‐start	  
sessions	   when	   approaching	   a	   project,	   along	   with	  
presentations	   and	   discussions	   where	   all	   members	   of	   the	  
team	  are	  expected	  to	  participate. 
Creativity,	  










Nottingham	  studio:	   has	   a	   solid	   relationship	  with	   clients	   that	  
assure	  a	  fluid	  amount	  of	  work	  coming	  in.	  /London	  studio:	  its	  
location	  and	  being	  catalogued	  as	  a	  premium	  agency.	  /All	  the	  
companies	   of	   Studio-­‐Output	   are	   considered	   as	   highly	  
creative.	   /Reputation	   of	   being	   brought	   in	   as	   a	   critical	  
resource	   for	   projects,	   that	   involve	   advertising	   agency	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features	  and	  that	  are	  able	  to	  produce	  marketing	  strategies	  as	  
well.	  /Permanent	  self-­‐evaluation	  and	  implementation	  of	  new	  








The	  number	  of	  people	   involved	   in	  a	  project	   is	  dependant	  on	  
the	   scale	   of	   the	   project.	   /Project	   managers	   allocate	   the	  
people	   and	   time	   to	   work	   on	   each	   project.	   /A	   head	   of	  
production	  based	   in	   London,	  oversees	   that	  all	   resources	  are	  
fairly	  distributed	  and	  not	  overlapping.	  /Manager	  and	  designer	  
work	   together	   in	   a	   project,	   these	   POT’s	   vary	   depending	   on	  











Allocation	  of	  talent	  according	  to	  the	  needs	  and	  availability	  of	  
every	  company.	  /The	  team	  can	  be	  arranged	  within	  projects	  in	  
the	  same	  office	  or	  divided	   to	  work	  with	   the	  other	  offices	  as	  
well.	   /One	   designer	   could	   be	   working	   on	   more	   that	   one	  









Implementation	   of	   POTS	   system,	   and	   after	   refinement	   that	  
allowed	  the	  company	  to	  adapt	  the	  principle	  of	  the	  system	  to	  










Because	   the	   company	   has	   been	   growing,	   opportunities	  
appear	  for	  employees	  to	  be	  promoted,	  helping	  to	  retain	  this	  
talent.	   /Also,	   working	   with	   interesting	   clients	   that	   motivate	  
the	   designers.	   /Generating	   close	   relationships	   with	   their	  
clients	  that	  foster	  attitudes	  that	  translate	   in	  benefits	  that	  go	  
beyond	   commercial	   exchanges.	   /Working	   with	   important	  














Economic	   issues./	   Highly	   affected	   by	   the	   recession./Clients	  
cutting	   marketing	   budgets	   (wrong	   move	   if	   the	   goal	   is	   to	  
generate	  more	  business,	  more	  efforts	  should	  be	  made	  in	  this	  
areas	   instead	  of	  decreasing	   it).	   /Clients	   are	  asking	  more	  out	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marketing,	  
wrong	   move,	  






Constant	  reconfiguration	  due	  to	  growth.	  /Long	  distance	  work	  
between	   the	   companies.	   /	   Particularly	   China,	   because	   of	  
cultural	   (higher	   working	   hour	   standards)	   and	   coordination	  
because	   of	   the	   significant	   time	   difference.	   /In	   creative	  
environments	  people	  highly	  benefits	  from	  being	  in	  the	  same	  
room	   together	   and	   having	   face	   to	   face	   discussions.	  
/Nottingham	  studio	  struggles	  with	  recruiting	  talent	  with	  skills	  
















Refining	  client	  targeting	  towards	  clients	  that	  can	  bring	  in	  on-­‐
going	  work.	  /Working	  hard	  to	  build	  strong	  bonds	  with	  clients,	  
developing	  a	   relationship	  based	  on	   trust	   that	  will	   guarantee	  
their	   loyalty	   to	   the	   company.	   /Having	   a	   transparency	   policy	  
with	   clients,	   breaking	   down	   all	   the	   costs	   involved	   in	   the	  
projects./By	   being	   more	   efficient.	   /Being	   aware	   of	   new	  
opportunities	  and	  markets,	  like	  expanding	  to	  China.	  /Because	  
of	   the	   complexity	   of	   the	  new	  digital	  work	   incorporated,	   the	  
studio	   managed	   the	   extra	   time	   required	   by	   this	   work	   of	  
market	   research,	   by	   turning	   it	   into	   a	   new	   product	   that	   the	  
company	   offered.	   /Expanded	   the	   line	   of	   services	   by	  
developing	  a	  new	  digital	  area	  to	  widen	  their	  scoop	  of	  action	  
and	   be	   able	   to	   offer	   a	   complete	   line	   of	   services	   for	   the	  
projects,	   whereas	   before	   this	   area	   was	   externalised	   to	  
another	  company.	  The	  company	  is	  highly	  committed	  with	  its	  
culture,	   to	   the	   point	   of	   preferring	   to	   make	   the	   commercial	  
decision	   of	   passing	   on	   a	   client	   that	   will	   challenge	   these	  
values;	   this	   is	   also,	   why	   the	   organisation	   is	   careful	   when	  
targeting	   their	   clients,	   to	   protect	   the	   effect	   that	   they	  might	  
have	   on	   the	   brand,	   image	   and	   atmosphere.	   /Considers	   the	  
importance	   of	   having	   time	   off,	   due	   to	   the	   pressure	   of	   the	  
constant	  deadlines	  of	  the	  projects.	  For	  this	  the	  company	  give	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/For	   team	   building	   purposes	   the	   company	   offers	   an	   “away	  
day”	  a	  year,	  treating	  all	  employees	  from	  all	  the	  studios	  to	  an	  
all-­‐paid-­‐for	   trip.	   /Prepare	   questions	   and	   props	   to	   make	  
client’s	   workshops,	   by	   getting	   the	   client,	   interested	  
stakeholders	   and	   team	   together	   in	   a	   room,	   to	   discuss	   the	  
project	   with	   the	   goal	   of	   understanding	   the	   problem	   and	  
business	  landscape	  better.	  /Discovery	  fees,	  innovative	  way	  to	  
sell	   the	   same	   market	   research	   they	   need	   to	   do	   at	   the	  
beginning	  of	  a	  project,	  as	  a	  product	  to	  the	  client,	  as	  a	  compile	  
document.	  To	  be	  able	  to	  recruit	  talent	  for	  Nottingham	  studio,	  
sometimes	  they	  have	  to	  compromise	  to	  base	  them	  in	  London	  
and	  work	  with	   them	   long	   distance.	   /Designers	   are	   probably	  
less	  financial	  motivated	  the	  higher	  levels	  of	  the	  organisation.	  
For	   them	   the	   satisfaction	   of	   challenging	   projects,	   high	  
exposure	   to	   their	   work	   and	   other	   benefits	   the	   clients	   can	  
provide	   are	   a	   better	   incentive	   than	   money,	   whereas	   other	  
employees	   not	   necessarily	   connected	   with	   creative	   work,	  




External	   courses	   related	   to	   growth.	   /	   Individual	   training	   for	  
managers	   with	   external	   mentors.	   /	   Business	   consultants	  
owners	   of	   successful	   businesses	   or	  with	   training	   in	   business	  
management.	   /Mentors	   with	   experience	   in	   the	   creative	  
industries,	   with	   creative	   backgrounds	   but	   not	   necessarily	   in	  
agencies.	   /	   Consultant	   for	   general	   business	  background	   that	  
understand	   how	   to	   grow	   a	   business	   regardless	   of	   the	  
industry.	   /Consultant	  with	   experience	  on	   running	   an	   agency	  
that	   understand	   the	   constraints	   of	   the	   industry	   and	   the	  

















Appendix	  6:	  Studio-­‐Output	  online	  surveys	  plan	  
Respondents:	  women	  and	  men,	  designers	  and	  architects	  that	  are	  actively	  working	  either	  
independently	  or	  within	  an	  organisation,	  from	  different	  ages,	  countries	  and	  cultures.	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Goal:	  	  
To	  know	  the	  principal	  characteristics	  of	   the	  creative	  practitioners,	   in	   this	  case	  designers	  
and	  architects	  actively	  working,	  from	  different	  culture,	  age	  ranges	  and	  working	  places,	  to	  
understand	  how	  they	  work	  and	  what	  they	  need	  and	  value	  from	  the	  organisations	  where	  
they	  work,	  to	  analyse	  contexts	  that	  might	  help	  them	  to	  inhibit	  or	  reach	  their	  best	  creative	  
potential.	  
	  
The	   most	   relevant	   concepts	   found	   in	   the	   in-­‐depth	   interview	   conducted	   to	   a	   senior	  
manager	  of	  the	  company	  will	  be	  used	  as	  a	  based	  to	  draw	  on	  the	  questions.	  	  
	  
Priority	  order	  of	  principal	  concepts	  found	  in	  figure	  2:	  
1-­‐Context,	  restructure	  
2-­‐Complexity	  
3-­‐Opportunity,	  growth,	  empathy	  
4-­‐	  Creativity,	  innovation	  
 
Appendix	  7:	  Studio-­‐Output	  online	  surveys	  questionnaire	  
Questions:	  
1.	  Where	  do	  you	  work:	  
a)	  In	  a	  big	  size	  company	  (over	  100	  employees)	  
b)	  In	  a	  medium	  size	  company	  (50	  employees	  or	  less)	  
c)	  In	  a	  design	  studio	  or	  agency	  
d)	  Independently	  	  
	  
2.	  How	  do	  you	  see	  the	  client:	  
a)	  As	  a	  distant	  participant	  of	  the	  project	  
b)	  As	  part	  of	  the	  team	  and	  a	  valuable	  source	  of	  information	  
c)	  As	  a	  bump	  in	  the	  creativity	  road	  
d)	  Other	  (please	  specify)	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3.	  Please	  rank	  to	  what	  extent	  you	  value	  some	  benefits	  that	  the	  company	  offers:	  
not	  at	  all	  –	  some	  value	  –	  I	  value	  this	  –	  I	  highly	  value	  this	  
a)	  Receiving	  bonuses	  
b)	  Working	  with	  challenging	  clients	  
c)	  Giving	  high	  exposure	  to	  your	  work	  and	  the	  chance	  to	  build	  a	  great	  portfolio	  
d)	  Attending	  events	  and	  travelling	  opportunities	  
e)	  The	  possibility	  of	  being	  promoted	  
	  
4.	  When	  do	  you	  consider	  a	  design	  to	  be	  completed?	  
a)	  When	  the	  client	  says	  so	  
b)	  After	  a	  certain	  amount	  of	  iterations	  
c)	  After	  the	  whole	  team	  agrees	  it	  is	  complete	  
d)	  Never	  
	  
5.	   Please	   rank	   to	   what	   extent	   you	   consider	   the	   following	   situations	   discouraging	   for	  
generating	  creative	  work:	  
This	   doesn't	   discourage	   me	   -­‐	   This	   discourage	   me	   a	   little	   -­‐	   This	   discourages	   me	   -­‐	   This	  
discourages	  me	  a	  lot	  
a)	  The	  continual	  restructuring	  of	  the	  company	  due	  to	  its	  growth	  
b)	  Clients	  that	  are	  not	  clear	  on	  what	  they	  need	  and	  require	  guidance	  	  
c)	  Financial	  problems	  of	  the	  company	  that	  will	  affect	  your	  yearly	  bonus	  
d)	  Long	  hours	  work	  that	  affect	  your	  life-­‐work	  balance	  
e)	  Working	  long	  distance	  with	  designers	  from	  the	  other	  studios	  or	  areas	  of	  the	  company	  
f)	  Constantly	  changing	  the	  configuration	  of	  teams	  according	  to	  the	  need	  of	  every	  project	  
	  
6.	  Do	  you	  consider	  yourself	  able	  to	  adapt	  to	  the	  restructuring	  needs	  of	  the	  company	  due	  
to	  its	  growth?	  
a)	  Yes,	  it	  is	  easy	  for	  me	  to	  adapt	  to	  new	  roles	  
b)	  Yes,	  I	  even	  like	  changing,	  I	  prefer	  dynamic	  environments	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c)	  No,	  I	  struggle	  every	  time	  I	  need	  to	  change	  my	  routines	  
	  
7.	  How	  important	  is	  to	  you	  to	  have	  new	  challenges	  in	  your	  work?	  
a)	  Very	  important,	  it	  is	  my	  drive	  for	  staying	  in	  this	  or	  any	  other	  organisation	  
b)	  I	  value	  it,	  but	  actually,	  I	  prefer	  more	  stable	  and	  routinely	  work	  
c)	  Not	  important	  at	  all,	  I	  am	  just	  interested	  in	  completing	  the	  task	  that	  needs	  to	  be	  done.	  
	  
8.	  How	  important	  is	  to	  you	  the	  opportunity	  to	  be	  promoted	  to	  a	  higher	  position?	  
a)	  Very	  important,	  is	  my	  drive	  for	  staying	  in	  this	  or	  any	  other	  organisation	  
b)	  It	  would	  be	  good,	  but	  I	  don´t	  give	  it	  much	  thought	  
c)	  Not	  important	  at	  all,	  I	  wouldn´t	  want	  more	  responsibility	  
	  
9.	  Do	  you	  feel	  represented	  by	  the	  culture	  promoted	  by	  the	  company?	  
a)	  Yes	  
b)	  Sometimes	  I	  do,	  sometimes	  I	  don´t	  
c)	  No	  
Can	  you	  please	  briefly	  comment	  why?	  
	  
10.	   Please	   rank	   to	   what	   extent	   the	   following	   statements	   are	   relevant	   for	   you	   while	  
addressing	  a	  new	  project:	  
Do	  not	  agree	  -­‐	  Somehow	  agreed	  -­‐	  Agreed	  -­‐	  Strongly	  agreed	  
a)	  I	  always	  do	  an	  exhaustive	  market	  research	  first	  
b)	  I	  need	  undetermined	  have	  time	  to	  explore	  possible	  options	  
c)	  I	  prefer	  to	  work	  on	  my	  own	  
d)	  Brainstorming	  is	  a	  good	  way	  to	  start	  exploring	  new	  possibilities	  
e)	  The	  group	  discussion	  helps	  to	  open	  up	  new	  possible	  ways	  to	  solve	  problems	  
f)	  It	  is	  very	  important	  to	  have	  the	  client	  as	  much	  involved	  as	  possible	  in	  the	  project	  
g)	  The	  most	  important	  part	  of	  the	  process	  is	  to	  fully	  understand	  the	  problem	  first	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Appendix	  8:	  Studio-­‐Output	  complete	  online	  surveys	  results	  
Independent	  results	  from	  each	  target	  group	  is	  shown	  here,	  overall	  results	  can	  be	  found	  in	  point	  4.1.2	  
on	  the	  main	  body.	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Appendix	  9:	  Information	  sheet	  and	  consent	  forms	  for	  participants	  
8.1	  Information	  for	  Participants	  -­‐	  Interview	  
Thank	  you	  for	  agreeing	  to	  participate	  in	  the	  project.	  	  Your	  participation	  is	  voluntary,	  and	  
you	   may	   change	   your	   mind	   about	   being	   involved,	   or	   decline	   to	   answer	   a	   particular	  
question	  or	  questions	  at	  any	  time	  and	  without	  giving	  a	  reason.	  
This	   information	   sheet	   is	   designed	   to	   give	   you	   full	   details	   of	   the	   project,	   its	   goals,	   and	  
what	  you	  will	  be	  asked	  to	  do	  as	  part	  of	  the	  research.	  	  If	  you	  have	  any	  questions	  that	  are	  
not	  answered	  by	  this	  information	  sheet,	  please	  ask.	  
	  
What	  is	  the	  project	  title?	  
“Identifying	  Factors	  for	  the	  Effectiveness	  of	  the	  Design	  Mind-­‐Set	  within	  the	  Creative	  Industry”	  
	  
Who	  is	  carrying	  out	  the	  project?	  
Pamela	  Villamar	  G.	  
	  
What	  is	  the	  project	  about?	  	  	  
Design	  Thinking	  have	  been	  getting	  a	  lot	  of	  attention	  in	  the	  last	  10	  years,	  and	  as	  a	  result	  of	  this,	  a	  growing	  
offering	  of	  workshops	  are	  available	  that	  introduce	  this	  model	  to	  organisations.	  But	  there	  is	  a	  knowledge	  gap	  
about	  how	  this	  model	  can	  effectively	  work	  within	  a	  company	  after	  this	  initial	  training	  is	  over.	  In	  other	  words,	  
what	   are	   the	   barriers	   and	   enablers	   that	   Design	   Thinking	   need	   to	   produce	   effective	   outcomes	   within	   an	  
organization.	   For	   this	   purpose,	   a	   company	   that	   belongs	   to	   the	   creative	   industries	   is	   a	   valuable	   source	   of	  
study	  considering	   that	   they	  have	   in	   some	  extent	  embedded	   the	  philosophy	   that	  drives	   this	  methodology,	  
and	  therefore	  work	  with	  it	  as	  part	  of	  their	  daily	  tasks.	  
	  
Who	  is	  being	  asked	  to	  take	  part,	  and	  why?	  
Michelle	   Jamieson.	   As	   account	   Director	   of	   the	   Nottingham	   offices,	   Michelle	   is	   able	   to	   provide	   valuable	  
insights	  about	  the	  company´s	  operations;	  relationship	  with	  clients	  and	  organizational	  culture	  and	  values	  of	  
the	  company.	  
	  
What	  will	  participants	  be	  asked	  to	  do?	  
Participate	   in	  a	  semi-­‐	   structured	   interview	  that	  will	   last	  45	  minutes	  aprox.,	   to	  discuss	   the	  decision	  making	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and	  team	  work	  dynamics	  used	  in	  the	  organisation.	  	  
	  
What	  will	  happen	  to	  the	  information	  I	  provide?	  	  	  
The	  data	  will	  be	  stored	  as	  an	  audio	  file	  and	  transcripts	  at	  the	  researchers	  private	  home.	  Only	  the	  researcher	  
will	  have	  direct	  access	  to	  the	  stored	  information.	  The	  information	  will	  be	  use	  to	  support	  theoretical	  data	  and	  
to	  widen	  the	  scoop	  this	  data.	  The	  name	  of	  the	  participant	  and	  company	  will	  be	  anonymous.	  When	  quotes	  are	  
used	  the	  person	  quoted	  will	  be	  referred	  as	  a	  employee	  where	  its	  job	  description	  could	  be	  mentioned.	  
	  
What	  will	  be	  the	  outputs	  or	  outcomes?	  
The	  outcome	  of	  the	  research	  will	  be	  a	  14,000	  words	  dissertation,	  submitted	  by	  the	  end	  of	  August	  2014	  to	  
the	  Business	  School	  of	  Nottingham	  University,	  for	  obtaining	  the	  MSc	  degree	  in	  Entrepreneurship.	  
	  
Contact	  details	  
Researcher:	  Pamela	  Villamar	  G.	  /	  mail:	  lixpv12@nottingham.ac.uk	  
Supervisor:	  Andrew	  Greenman	  /	  mail:	  Andrew.Greenman@nottingham.ac.uk	  
	  
Complaints	  and	  governance	  procedure:	  
If	  you	  wish	  to	  complain	  about	  the	  way	  in	  which	  the	  research	  is	  being	  conducted	  or	  have	  
any	   concerns	  about	   the	   research	   then	   in	   the	   first	   instance	  please	   contact	   the	   [Principal	  
Investigator	  or	  supervisor]	  or	  the	  School’s	  Research	  Ethics	  Officer:	  	  
	  
Adam	  Golberg	  
Nottingham	  University	  Business	  School	  
Jubilee	  Campus	  
Nottingham	  NG8	  1BB	  
Phone:	  +44	  (0)115	  846	  6604	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8.3	  Information	  for	  Participants	  –	  Surveys	  
Thank	  you	  for	  agreeing	  to	  participate	  in	  the	  project.	  	  Your	  participation	  is	  voluntary,	  and	  
you	   may	   change	   your	   mind	   about	   being	   involved,	   or	   decline	   to	   answer	   a	   particular	  
question	  or	  questions	  at	  any	  time	  and	  without	  giving	  a	  reason.	  
This	   information	   sheet	   is	   designed	   to	   give	   you	   full	   details	   of	   the	   project,	   its	   goals,	   and	  
what	  you	  will	  be	  asked	  to	  do	  as	  part	  of	  the	  research.	  	  If	  you	  have	  any	  questions	  that	  are	  
not	  answered	  by	  this	  information	  sheet,	  please	  ask.	  
	  
What	  is	  the	  project	  title?	  
“Identifying	  Factors	  for	  the	  Effectiveness	  of	  the	  Design	  Mind-­‐Set	  within	  the	  Creative	  Industry”	  
	  
Who	  is	  carrying	  out	  the	  project?	  
Pamela	  Villamar	  G.	  
	  
What	  is	  the	  project	  about?	  	  	  
Design	  Thinking	  have	  been	  getting	  a	  lot	  of	  attention	  in	  the	  last	  10	  years,	  and	  as	  a	  result	  of	  this,	  a	  growing	  
offering	  of	  workshops	  are	  available	  that	  introduce	  this	  model	  to	  organisations.	  But	  there	  is	  a	  knowledge	  gap	  
about	  how	  this	  model	  can	  effectively	  work	  within	  a	  company	  after	  this	  initial	  training	  is	  over.	  In	  other	  words,	  
what	   are	   the	   barriers	   and	   enablers	   that	   Design	   Thinking	   need	   to	   produce	   effective	   outcomes	   within	   an	  
organization.	   For	   this	   purpose,	   a	   company	   that	   belongs	   to	   the	   creative	   industries	   is	   a	   valuable	   source	   of	  
study	  considering	   that	   they	  have	   in	   some	  extent	  embedded	   the	  philosophy	   that	  drives	   this	  methodology,	  
and	  therefore	  work	  with	  it	  as	  part	  of	  their	  daily	  tasks.	  
	  
Who	  is	  being	  asked	  to	  take	  part,	  and	  why?	  
Designers	  from	  Studio-­‐Output	  to	  obtain	  valuable	  insights	  on	  how	  they	  relate	  to	  a	  number	  of	  factors	  related	  
to	  the	  context	  they	  work	  on	  and	  the	  creative	  processes	  thei	  are	  involved	  into.	  
	  
What	  will	  participants	  be	  asked	  to	  do?	  
Answer	  a	  10	  questions	  online	  survey	  about	  work	  dynamics	  used	  in	  the	  organisation.	  	  
	  
What	  will	  happen	  to	  the	  information	  I	  provide?	  	  	  
Only	   the	   researcher	   will	   have	   direct	   access	   to	   th	   information.	   The	   information	   will	   be	   use	   to	   support	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theoretical	  data	  and	  to	  widen	  the	  scoop	  this	  data.	  The	  name	  of	  the	  participant	  will	  be	  anonymous.	  
	  
What	  will	  be	  the	  outputs	  or	  outcomes?	  
The	  outcome	  of	  the	  research	  will	  be	  a	  14,000	  words	  dissertation,	  submitted	  by	  the	  end	  of	  August	  2014	  to	  
the	  Business	  School	  of	  Nottingham	  University,	  for	  obtaining	  the	  MSc	  degree	  in	  Entrepreneurship.	  
	  
Contact	  details	  
Researcher:	  Pamela	  Villamar	  G.	  /	  mail:	  lixpv12@nottingham.ac.uk	  
Supervisor:	  Andrew	  Greenman	  /	  mail:	  Andrew.Greenman@nottingham.ac.uk	  
	  
Complaints	  and	  governance	  procedure:	  
If	  you	  wish	  to	  complain	  about	  the	  way	  in	  which	  the	  research	  is	  being	  conducted	  or	  have	  
any	   concerns	  about	   the	   research	   then	   in	   the	   first	   instance	  please	   contact	   the	   [Principal	  
Investigator	  or	  supervisor]	  or	  the	  School’s	  Research	  Ethics	  Officer:	  	  
Adam	  Golberg	  
	  
Nottingham	  University	  Business	  School	  
Jubilee	  Campus	  
Nottingham	  NG8	  1BB	  
Phone:	  +44	  (0)115	  846	  6604	  	  	  
Email:	  	  adam.golberg@nottingham.ac.uk	  
	  
 
	  
 
